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BE THERE! 


January 


4” th ; 6” 


THe 1932 N.S.R.A. 
CONVENTION IN CHICAGO promises 
to be the greatest of all N.S.R.A. Conventions. 
It is your duty to your business to attend 
the N.S.R.A. Convention—learn from the 
experiences of hundreds of other members of Every member of the shoe industry is welcome ... You 


the shoe industry and you will find that the need not be a member of the N.S.R.A. to attend. Retailers 


time and money invested in your visit to 2 p 
Chicago, January 4th, 5th and 6th, will be —shoe buyers—chain store shoe men—and retail salesmen 


well repaid at the close of business in 1932. should attend and benefit! 





Special reduction in railroad rates by For all Hotel Reservations apply to 
securing special certificate from railroad NATIONAL SHOE RETAILERS ASSN. 
agent when purchasing transportation. 8 South Michigan Avenue, CHICAGO 


21°° ANNUAL CONVENTION 


NATIONAL SHOE RETAILERS ASSOCIATION 
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The new Spring sample line of 
STYLEADER Shoes will be on 
display during the N.S.RA. 
Convention, January 4, 5, 6, 7, 
Palmer House, Chicago, rooms 
703-4-5-6. Of course you are 


invited to come and see it 


TO SELL MORE SHOES 


this... 


B, agreement with the 
INTERNATIONAL SHOE COMPANY 


we have acquired the up-to-date equip- 
ment in lasts, patterns and dies of its branch 


THe Mipvate SHoeE Company 


At the same time we have engaged the 
services of 


Mr. W. H. Bain 


formerly Midvale’s manager. We have 
given “Bill” Bain complete charge of the 
manufacturing end with authority to make 
shoes as good as he knows how, but we 
will offer this improved product at prices 
to suit current values and the needs of our 


well-established trade. 


Tro Moore ShoeCo. 


“Manufacturers 


SAINT LOUIS MISSOURI 





* + BUY MOORE SHOES 
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Cost No 
They Need 


Fine Shoes They Are 


__ 
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Than Meets the Eye 
--+in Pedigo-Lake Shoes 





bbe are swayed by first impressions. Sometimes 
they are wrong—but their instinctive liking for 
Pedigo-Lake shoes is amply justified. 


You can count on the spirited styling of this fine footwear 
to impress your customers at first sight. The acquaintance 
soon ripens into a real friendship because Pedigo-Lake 
shoes have enduring qualities, unseen values, which are 
distinctly worthwhile. 


There is no compromise in quality at any stage of their 
manufacture. Leathers and craftsmanship are as fine 
where they are invisible as where they are seen. Their 
perfect fit is permanent because it is moulded on the last 
by the use of an exclusive process of manufacture. 


Pedigo-Lake shoes keep up their good appearance until the 
very end because it is built into them . . . and that’s what 
brings your customers back for more. 


‘edigo 





More Than 
to—to Be the 
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Pedigo -lake Shoe (2. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 
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COMING! 
‘CONGO’! 
‘CONGO’! | 
‘CONGO 


CONGO’! | 
CONGO! 


prov gee Rg 




















DEAUVILLE IMPORT CORP. 


West 32nd Street New York City 
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Ready January Ist... J S 
SHOES 
PETERS SHOES FOR 1932 
CREATED FOR TODAY'S STYLE-WISE 
VALUE-SEEKING PUBLIC 


New styles ...new values... 
a whole new line! 


See it before you buy 





OW—when your customers are demanding 

smarter style and greater value for their 
money than ever before—the new Peters Line 
brings you the greatest all-around shoe values 
ever offered to Peters Dealers! 


Peters Shoes for 1932 are built to assure you 
quick turnover and real profits throughout the year. 


New styles that are up-to-the-minute . . . new 
lasts .. . a wide range of attractive, fast-moving 


models. 


The same fine workmanship and solid leather 
construction that have made Peters Shoes such 
big sellers for over 40 years contribute to out- 
standing value. 


From the experience of 20,000 Peters Dealers 
we know that these values insure more rapid turn- 
over, increased sales and a better net for 1932. 


Before you buy, see the new Peters Line for men, 
women and children—ready January 1! We’re 
sure you'll agree that it offers you bigger profit 
opportunities for the coming months. A line to us 
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Laces You Want 
When You Want Them 





m We manufacture a very complete line of 
soft finish, glazed and mercerized shoe laces 


suitable for every type and grade of shoe. 


@ Through our selling agent, the United 
Shoe Machinery Corporation, with offices lo- 
cated in every important shoemaking center, 


we are able to offer prompt, efficient service. 


m@ This expeditious distribution policy has 
benefited the entire industry— factories can 


now count on scheduled deliveries, quick re- 





Tips may be either fab- 


ric, metal or celluloid. plenishment of shoe lace stocks and can 
bi aon the re- 
mane oe operate with smaller lace stocks on hand. 


JOSCO FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 
SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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1932 PROFITS 


Musebeck Shoes will 
make profits for you. 
See the complete line 
at N.S. R. A., Chicago, 
Room 808, Palmer 
House. 
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MUSEBECK 
SHOE COMPANY 


DANVILLE, ILLINOIS 






OU can now buy two wom- 
en’s oxfords with the 
Musebeck Double-Arch Wear- 
Straight, famous arch support 
insole. 

Because of the success we 
have had with the Musebeck 
special arch support insole in 
our men’s shoes there has been 
a persistent call for the same 
type of arch support insole in 
women’s shoes. 

The Musebeck arch support 
insole is a leather saddle that 
fits up and supports the most 
severe case of weakened arches. 
A trial test on the most severe 
case you know of will tell the 
rest of the story. Carried in 
stock in the following numbers. 





































AAAA to EEE 
Sizes 4 to 10 


S086—Black Ruby Kid............. $4.85 










AAAA to EEE 
Sizes 4 to 10 


8088—Black Ruby Kid............. 
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TUNE IN? 


Goodyear invites you to hear: 
John Philip Sousa and his Band 
. -- Arthur Pryor and his Band 
, « » Goodyear Quartet and 
prenaiainaen Orchestra — 
every Wednesday and Saturday 
evening over N.B.C. Red Network, 
WEAF and Associated Stations. 
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EOPLE require these things of the shoe they 
: buy: comfort, style, good workmanship, good 


material. But today they insist on ECONOMY too. 


Economy in shoes means shoes that wear well and 
long, shoes that are tough and sturdy. And if the 
sole stands the gaff, the shoe gives long wear. 

That’s why it pays to equip shoes with Goodyear 
Wingfoot Soles. No sole ever built can beat them for 
wearing ability. 

Winter is a harsh test of soles—but Goodyear 
Wingfoot Soles are warm, sure-footed, and water- 
proof. They’re just the thing for active outdoor 
people — mailmen, policemen, salesmen, workers, 
children — people whose first demand is that the 
shoe they buy must give “mileage.” Right now that 
is a whale of a market. 
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NO 
MARRED 
FLOORS 


Copyright 1981, by The Goodyear Tire & Rabber Co.., Inc, 
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KEEP SEVERAL JUMPS AHEAD WITH 


iz 


VICI 327: A new Fawn shade... high among 


the season's favorite lighter Browns. 


VICI 216: A Brown anticipating the Spring 


demand for a colour combining utility with smartness. 


VICI 505: The Blue that will take 


its rightful place beside Black and Brown 


this Spring. 
VICI 325 $ Adistinctive VICI Beige, 
soft and subtle ... synonymous with Spring. 


VICI 21 8 $ A deep Brown, rich in 


colour and practical in purpose. 


VICI 412: A distinguished Green 


created for womenseeking individuality in dress. 


VICI 402: A new development of 


VICI Velvet, the semi-bright finish, offering 
inspiration for the time-honored Black shoe 


ROBERT H. FOERDERER, INC. 


SEND FOR FRANKFORD, PHILADELPHIA 


SWATCHE 





VICI] 4OQ3 Black Glazed... a 


staple which has often been imitated but 
never equalled . . . retains its perennial place 


in the world of chic. 


VICI 4 O1s8 the Black Dull Finish 


still continues the favorite of the sophisticated 


woman with unerring taste in fashion. 


FOR THE MEN'S TRADE 
VICI 403: The newest creation in 


Black. ..an unprecedented opportunity to 
please men of all ages with a light-weight 
shoe that is good-looking, and combines 
durability and comfort with style. 
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Next Week 
You Will Find 


in “ The Recorder” 


| oe pre-convention effort, we tell shoe 
merchants of this country, in this 
issue, that the New Year starts in con- 
vention in Chicago, January 4, 5 and 6. 
Three outstanding selection days for 
the important thing is to select the 
right merchandise, at the right price, 
in the right proportions for the right 
profits. The key thought of the conven- 
tion, as we see it, is selection of mer- 
chandise and SELECTION OF MERCHAN- 
DISING METHODS to insure continuing 
sales at retail. 


President Hoover says: “We are 
passing from a period of extremely 
individualistic action to one of associa- 
tional activity.” At Chicago merchants, 
manufacturers, tanners and_ every 
source of supply, need to learn new 
principles for cooperative effort, for it 
is only by so doing that all industry 
can “give and get a profit in °32.” 


The National Shoe Retailers Associa- 
tion must take on new responsibilities 
in disseminating the truths of collective 
merchandising effort on the part of all 
merchants. We point the way, in this 
issue, so that every merchant coming 
to grips with the realities of economic 
survival will have a planning chart for- 
his guide. Every article that moves 
through retail stores needs to be pre- 
sented in this issue if merchants are to 
be guided toward progress and profit. 
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We may be a bit 


OLD FASHIONED 


Hr in our small 
plant at Auburn it would be 
impossible to turn out shoes 
by the thousands daily. We 
aren’t geared to that kind of 
production. And we are old- 
fashioned enough to think that 
we can put more value in 





our shoes by turning them out by the dozen. 


That’s why we can quickly bring out new models 
to meet the demands of fashion. Our dealers don’t 
wait for the latest models—they have the shoes on their 


shelves while the fashion is new. 

Perhaps that explains why our dealers like to do busi- 
ness with us—why they stay with us year after year. 
They know that our attention is riveted on their indi. 
vidual problems. They know that we will go out of 
our way to help them make a profit. 

WS. Qebinson— 


President 


ROBINSON-BYNON SHOE COMPANY 


Auburn, New York 


TRUE, 






To Retail 
at $5. & $6. 
The Jeannette 





The Jeannette is a light 
and airy strap model, 
with a simplified re- 
strained design. Refined 
in detail and pattern, it 
is fashioned of satin-fin- 
ish kid, silver kid trim. 


. STEP 





— Score . 
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The VOICE of the TRADE 


The largest shoe 


order of the month goes to the 
International Shoe Company of 
St. Louis and the Joseph M. 
Herman Shoe Company of Bos- 
ton. The order is from the finest 
customer in the world—positively 
sure pay. He is also the toughest 


Fessin. 








customer in the world for he in- 
sists upon inspection in the factory 
of every process and material and 
rejects every pair not up to 
sample—prior to shipment. He 
believes in anticipation for he has 
a large family of boys who spend 
a good deal of their time in walk- 
ing. This great customer is 
Uncle Sam and he has asked these 
two concerns to deliver 296,481 
pairs of army shoes and boots. 
2 * 


Gordon McNeil, 


than whom there is none higher in 
the style councils of the National 
Shoe Retailers’ Association, recent- 
ly made an interesting first-hand 
observation of the practicability of 
open-toed sandals for evening 
wear. Probably he, like other shoe 
men, had given more thought to 
the beauty and individuality of the 
design than to the consequences 
which the wearer might suffer if 
her partner in the dance was un- 
fortunate enough to make a mis- 


charming miss to dance, and as the 
music was about to start he no- 
ticed she was wearing the new 
open-toed type of sandal. Gracious 
gentleman that he is, Mr. McNeil 
was especially careful that his feet 
kept their distance from the ex- 
posed toes of his charming part- 
ner, but he did admit later that 
“those sandals just ruined the 
dance for me.” Hence, it is ap- 
parent that they constitute a “men- 
tal hazard” for the male sex even 
if our fair friends insist upon ac- 
cepting them because of fashion 
reasons. +. 


4d 
United Business Service” 


forecasts during this Winter and 
next Spring sales results will be 
best in the diversified industrial 
sections in the east. Moderate 
improvements in the automotive 
section are certain. Be careful of 
credit. Don’t let down on qual- 
ity. There will be failures among 
chains and independent merchants 
who are paying too high rentals. 
Total wages paid will be larger 


than in 1931. 
x ok Ox 


Ideas wanted for 


moving shoes in January! One 
merchant we “We om been 





thinking seriously of giving one 


step. Well, Gordon invited a share of General Motors with 
Boor AND SHOB RECORDER 
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every pair of men’s shoes; one 
share of Union Carbide with every 
pair of women’s shoes and two 
little shares of Sinclair Oil with 
every pair of baby shoes. I spoke 
about this idea to some of our 
customers. Some of them thought 
it would be a good idea until they 
found they would have to pay a 
broker to transfer the stock in 
their name.” « » 


A Gude, of Los Angeles, 
is spending his buying month in 
the New York market. He is lay- 


AFTER AN FS ga gs a 








ing his plans early, for the 
Olympic Games will be held in 
Los Angeles in mid-Summer and 
it takes a lot of planning to make 
a sport year a great shoe year as 
well. He notes a tendency towards 
lower high heels and medium heels 
—a definite indication of more 


walking ahead. 
x * x 


Ted Vogel, active and 
dominant head of the Rich-Vogel 
Shoe Co., last week said: “I have 
never had a better year in business 
than this year. Our sales volume 
has kept close to capacity nearly 
every month of the year. Give 
’em new ideas — and they'll buy, 
and buy—viz: our fiddle shanks 
have appealed to the best buyers 
in nearly every large city and 
we are running at capacity.” 








A challenge to patterns 
has been made by Hubert Steele 
of the College Slipper Shops, with 
heaclquarters at Birmingham, Ala. 
Mr. Steele tells the man on the 
floor : 

“Let’s be salesmen not PUMP 
fitters. . . . Let’s let the pumps 
take care of themselves and take 
pride in the fact that we can SELL 
what we want to. Our 
stores are not REAL style stores 
unless we sell STYLE SHOES 
in them. 

“T am confident that each of you 
will start TODAY to show and 
SELL more good looking pattern 


shoes. Let’s get back into gear. 
. . show patterns with EN- 
THUSIASM and watch 


whatever styles seem to move slow- 
ly and show them more often. It’s 
the ONE BIG WAY that you can 
help out and bring back better 
business.” 

The old slogan that when in 
doubt pick pumps is in for a jolt in 
the new fight to sell pattern shoes. 
Pumps are passive—one pair cov- 
ers too many costume needs. The 
first of the crusaders, Hubert S. 
Steele, believes that more pairs 
from now on can only come 
through playing patterns profitably. 


* * * 


& Portland, Oregon, 
a case in court develops a new 
point of controversy. A woman 
purchases a pair of shoes, wears 
them four months and then says 


BRING YOUR OLD ONES 
CAT Stick NEW 


TAKE 
° ne we 


in court that the shoes were fitted 
too short for her feet. Judge 
Mears rules that the store is to 
make a full refund of the money. 

This is an actual case, and evi- 
dence is present indicating that the 
shoes are not short, and it is re- 
ported from the shoe store’s side 
“that she came to dislike the shoes 
after four months’ wear.” Of 





course, it may seem idiotic to bring 
such a case into the small claims 
court; but there it is, an irritant to 
business. 





WHO’S NEWS NOW? 


J. Frank Jarman 


President 
Jarman Shoe Company 
Nashville, Tenn. 





The “talk of the trade” centers on 
the following statement of policy. 
Holding to a price established in 1924, 
Mr. Jarman this week says: 


“From that day in July 1924, when I held the 
first pair of “Friendly Five” shoes in my hand, 
it has been our one aim and idea to put the 
utmost of value from every standpoint in a shoe 
to be retailed for $5.00. We have never taken 
a backward step. If some of the shoes made in 
1924 could be laid alongside of our product 
made in 1931, that would illustrate better than 
any words | could use, the progress that has 
been made in this policy. 

“During the past twelve months there have 
been more changes in the men’s shoe industry 
than during the whole of the previous five years. 
Policies have changed overnight. New lines and 
new prices have been brought out. New poli- 
cies have been introduced only to be continued 
for a very short while and others put in their 
place. In other words, we are passing through 
a season of unrest and with many, a season of 
uncertainty. 

“After thinking about this matter from every 
angle, we believe that we will be best able to 
take care of the interests of our retail partners 
by continuing to make at $3.50 the very best 
shoe possible to retail for $5.00.” 





44 
Nothing can take 


the name of leather” says the 
Federal Trade Commission in a 
very significant decision. It has 
ordered the Textileather Corpora- 
tion of New York City, to discon- 
tinue the practice of advertising 
and offering for sale imitation 
leather products under names such 
as “Regaleather, Marveleather, 
Royaleather, Modeleather, Drill- 
hyde, Cimphyde, Krafthyde or 
words or phrases of similar im- 
port.” 

The company was also ordered 
to cease use of the term “Texti- 
leather” as-a trade name, brand or 
label unless the word is accom- 
panied by other clearly discernible 
words indicating that the product 
described is not leather. The word 
may be used as part of the firm’s 
corporate name. 


12 
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, Grandi’s 


wardrobe on the occasion of her re- 
cent visit, was most shoe-conspic- 
uous—both for foot beauty and for 
the great number of pairs which 
lined her trunk. She has dainty 
pumps, heavy walking shoes, and 
exotic open shank evening san- 
dals. 

Like most continental women, 
she appears most often in black, 
or black with color. A black coat 
of rough woolen with black fox 
collar, a black felt turban with a 
silver ornament, and black pumps 
with a touch of silver either in the 
piping or the buckle is her most 
typical costume. 

For America she wore more 
color. A red coat on the Spanish 
tile tone was trimmed with beaver. 
With this she wore brown kid 
pumps piped in gold to match the 
fur, and a red silk chenille turban 
to repeat the tone of the coat. 


* * * 


4d 
Kia Flatters the Foot,” 


is the official slogan approved by 
the kid group of the Tanners’ 
Council. Concerted effort is being 
made by kid leather producers to 
put kid into the spotlight, and this 
slogan will be used in all adver- 
tising and promotional work dur- 
ing the next season. The proposer 





of the slogan said that by scien- 
tific test kid makes the foot ap- 
pear smaller due to its lightness, 
fine grain and glove-fitting quality. 
The kid group comprises the prin- 
cipal kid leather tanners of the 
country. They have organized sev- 
eral active departments—one on 
trade relations, on fashion study 
and on public contact. They hope 
to prove that kid will have a lead- 
ing fashion place in the coming 
season. 

The association has adopted an 
attractive emblem or device in 
which the slogan is featured in an 
effective way. This device will be 
used in advancing the interests of 
the kid leather industry. 




































Ralph Hinchlif, 
president of the Burson Knitting 
Company, Rockford, IIl., gives us 
a slogan for ’32: “Quick-step, for 
leadership,” and he is a good ex- 
ample, for while in New York he 
thought up an idea of an angora 
wool sock for headwear instead of 


oes iN 





footwear. He wired the mill at 
noon. The sample was airmailed so 
that he had it on the buyer’s desk 
the next day and an order in the 
thousands of dozens. 

He also “quick-stepped” into 
sales with a new stocking which 
has latex thread and which can be 
knitted “Burson Fashion.” It has 
possibilities of revolutionizing the 
surgical and the slenderizing stock- 
ing business. It is also used as tops 
for men’s hose to eliminate the use 
of garters. Latex is forced through 
tiny holes into hair-like forms, then 
silk coated by an amazing process 
so that the resulting thread is as 
fine as silk. 

Business, he claims, comes to 
those who can “quick-step” into 
new ideas, thus gaining a new lead- 


ership for 732. 
* * * 


Edwin P. Brown, 
chairman of the board of directors 
of the United Shoe Machinery 
Corporation, was re-elected presi- 
dent of the board of trustees of 
the Boston Conservatory of Music 
at the recent annual meeting of 
the trustees. Mr. Brown follows 
in the footsteps of his father, the 
late George W. Brown, for many 
years treasurer of the United 
Shoe Machinery Corporation and 
also president of the trustees of 
the Conservatory. He gave Brown 
Hall to the Conservatory — Inter- 
nationally known for its acoustic 
perfection. 

Charles G. Bancroft, treasurer 
of the United Shoe Machinery 
Corporation and Franklin B. 
Johnson, sales manager of the 
same corporation, were among 
those who were also re-elected as 
trustees of the Conservatory. 
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is the classification under which 
England levies a customs duty of 
50 per cent on imported heels and 
soles, wholly or partly of rubber, 
not attached to boots or shoes. 

Contrary to our laborious sys- 
tem of tariff-making, all that is 
necessary to do in England is to 
have an order made by the Presi- 
dent of the Board of Trade, then 
get the concurrence of the treasury 
under Section 1 of the “abnormal 
importations act of 1931.” Asa 
result, the order went into effect 
on the 25th of November. 


* * * 


The only style show 
of the season—a runway show 
with models—will be one of the 
features of the tenth annual nation- 
al Boston Shoe Show, to be held in 
the Statler Hotel, January 11, 12 
and 13. The decision to add this 
feature has just been reached and 
a tentative program of perform- 
ances has been arranged which 
will give buyers ample opportunity 
to see all sample room and office 
displays without missing any of 
the runway displays. This ten- 
tative program calls for runway 
shows on Monday evening, Jan- 
uary 11; and on Wednesday after- 
noon and evening, January 13. 
Entertainment of a vaudeville 
nature will be a part of the run- 
way performances and a well- 
known radio orchestra has been 
engaged. 
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Shoe Dealer’s Son: “Got any free descriptive booklets of your 1932 line, old timer?” 


combining THE SHop RETAILER, Dec. 19, 1931 13 








Md 
Abnormal Importations,” 





Unlined oxfords for 


women, a type of footwear much 
mentioned in forecasts for next 
Spring and Summer, made their 
first appearance in a Boston store 
on a snowy day last week. They 
are of the Wales style, that lace 
up the front, and the pattern is 
seamless. They are made with 
the grain side of the leather to the 
foot and the flesh side out. Some 
are bottomed with leather and 
others with composition soles. 
These unlined oxfords are offered 
to those who are going south to 
the winter resorts, as well as to 
those who would like to try them 
out (with wool sox) for winter 
wear in New England. 


* * * 


Eisie McCormick, 


of the celebrated Chicago family, 
that made a fortune in threshing 
machines and oil, has a hobby of 
collecting rare shoes — especially 
those of historical importance. 
When she gathers a sufficient num- 
ber, she will turn over the collec- 
tion to the Art Institute of Chi- 
cago. 

William H. Ropes, a retired 
merchant of Salem, Mass., is an 
indefatigable collector of old 
shoes of American manufacture 
and also of tools of the trade, such 
as were used in hand method days, 
including size sticks. All that he 
gathers he adds to the collections 
of the Essex Institute of Salem. 












Resort Shoes Rich in Color 


Resort wear this season becomes 


more practical and at the same time more bizarre. Color 
; in rich vibrant yellows, lime greens and full pinks vies with 
4 soft crayon blues and various combinations with white. The 
introduction of spots of color on white backgrounds enables 
the retail shoe merchant to stock white shoes as a match to 
the white costume or an accent to the white and colored com- 
bination. 
] For example, the white dress with red accents may be 
assembled with red hat, red belt and red sandal or open 

oxford. The print of red and white, blue and white or beige 

and brown may be worn with a white shoe, a brown shoe 
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HOES designed to serve the use 

of several occasions rather than a 

(\ single purpose will offer the best 
sales possibilities this season. The 

practical note is in harmony with 
current economic trends and the | 
buyer should keep it in mind at all 
times. It must not detract from the : 
Fg smartness or style correctness of the 
= = merchandise, however, for women 
——— consistently demand footwear that 
a= is fashion right. { 
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ANDALS are very much in the picture 

for southern and winter resort wear, but 
the fact that they have been exploited so 
widely in the popular grades suggests the 
possibility of new types and patterns for 
the ultra exclusive. In every grade, regard- 
less of price, the buyer may well take 
thought as to the practical utility of the 
style, pattern and material along with its 
fashion appeal. Careful study of style 
selections plus intelligent, efficient selling 
are the requisites for success at retail. 
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But Practical tn Purpose 


By MADAME HAMILTON JEFFRIES 





Fashion Editor 


or a blue or red shoe to complement the colors of the 
print. 

A survey among style conscious retail merchants 
indicates that the buying program will run black, 
brown, blue and white. Very little beige is antici- 
pated, although some eggshell tones are being sam- 
pled, as are the field-mouse colorings. Meshes and 
unlined footwear are much in the minds of shoe 
buyers. 

Sandals have been so widely exploited in the 
cheaper grades that the top grade shoe manufacturers 
are beginning to lean toward other types and patterns. 
This week sanadals were offered in the wholesale 
market for sixty cents. Retailers should realize that 
there are shoes to be bought through January, Febru- 
ary and March that are. not resort shoes but are to be 
worn in the daily home life of the American woman. 
Only a small percentage of the buying public will be 
interested in perishable footwear this season. 

Women want and demand footwear that is smart 
and in the current mode. Every shoe stocked by the 
retailer should not be styled for a single use or oc- 
casion, however, but should be so designed as to 
cover at least three occasion uses. The unlined shoe 
which is creating so much interest this season is 
being styled for town, tramping, golf, motoring, re- 
sort, cruise and travel wear. The spectator shoe in 
smooth and rough leathers is also being styled with 
the same multiplicity of purposes. 

Medium heels are now so important that most man- 
ufacturers believe this is a revival of the’sensible foot- 
wear of other years. The newer development of 
light edges and close shank lines for welts has de- 
veloped new uses for calf leathers in sandals. The 
unlined shoe is developing new treatments and finishes 


of outer service or reverse calf leathers and has also 
brought taped edges and various tannages to the fore 
so as to prevent crocking and staining of the stocking 
in warm weather. 

New perforations have been developed for the ven- 
tilated shoe and the thong and braided shoe lace is 
demanded by the smartest as well as medium grade 
retailers. Because of newer developments in cemented 
shoes, such as rolling the soles and slashing the inner 
side of the sole to make it flexible, light weight kid 
and fabrics have come to the fore. 


Because of the importance of brown 
in dark and medium tones for Spring and early Sum- 
mer, linings have developed into a very important 
item. Manufacturers and retailers alike found that 
a certain coolness and airiness of appearance could 
be obtained by the use of fancy beige and brown lin- 
ings in brown daytime footwear, also the smart gun 
metal black lining for high grade bench-made foot- 
wear for evening wear. Red, orange, green, black 
and even the all-white evening shoe and sandal be- 
came most impressive when styled with the gun metal 
black lining. 

Black pumps and oxfords have been developed with 
grey beige linings having much of the brown tone in 
the overcast. This enhances the looks of the black 
shoe so much that many of the shoes heretofore lined 
with flat gray are now being lined with squirrel beige 
which is cleverly waterproofed. 

Today the public is so conscious of every detail that 
it behooves manufacturers and retailers to check pat- 
terns and heel heights very carefully. 
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Stepping into the new year with 
rather significant changes in types of shoes for chil- 
dren, industry might well ask itself a few questions. 
First—one-third of our population is juvenile, yet but 
one-tenth of industry’s collective effort is directed 
towards the children’s shoe business? How large a 
field of service is there in children’s footwear? 

This is answered best by the chart above and the 
very significant totals: 

Under 1 year 2,190,791; 2 to 5 years 11,444,390; 
5 to 9 years 12,607,609; 10 to 14 years 12,004,877; 
15 to 19 years 11,552,115. 

The next question is purely economic and is an- 
swered in the very thorough chart shown on the 
opposite page. At a glance you can see the wide 
difference between men’s and women’s shoes, and 
the classification—misses’ and children’s, boys’ and 
youths’. Note the black line giving the six months’ 
moving average. It shows peaks and valleys in men’s 
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New Customers Through Size Changes 


Juvenile Shoe Selling Opens 
New Fields at Retail in 1932 
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and women’s shoes not to be found in the juvenile 
classifications. In other words, a steadier flow of 
business as listed in factory production, is to be found 
in juvenile service. This must mean that a similar 
evenness of ordering, shipment and retail sale must 
exist at retail. There are evidently less hazards in 
juvenile service than in the other classifications. 

This significant fact, as developed in our ten-year 
chart, indicates lines of future progress. Many mer- 
chants will study this chart and come to the opinion 
that a steady, continuing business at retail is more 
probable in juvenile service than in any other. It is 
the first time that this significant point has been pic- 
tured. This chart, therefore, gives to all industry a 
new horizon in juvenile footwear. 

Why, therefore, this new interest in children’s foot- 
wear? First, it is a major market. 

Second, it is a constant and steady market. 

Third, it is an expanding market. 















Official rad aig .. Sizes : - ae ane Unofficial 

EF "Oid avede ¢ ~ yrs. : i 

and Children’s ........ ”  8Y%-12 (5-8 yrs.) 4/8 heel pry area 

Junior Misses’. . ” 12%-3 ( 8-12 yrs.) 6/8 8/8 heel aS tO /\ges 

Schedules, Misses’ ...... . ” 3Y%-7 (12-15 yrs.) 8/8-10/8 ” and Heel 
for Modern Misses’. ”  —3Y%4-9 (15-yrs—up) 10/8-13/8 ” Heights 
Juvenile Shoes College Girls’... . . . ”  — 3Y%-9 (18-22 yrs.) 12/8-16/8 ” for Girls 
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BASED ON MONTHLY: FIGURES OF U.S. BUREAU OF CEN 
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MILRIONS OF PAIRS 
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agitih: 
1922 1923 1924 1925 1926 


SIX MONTHS MOVING AVERAGE GD 


If the National Styles Conference has ho other ac- 
complishment to its credit than the new code of chil- 
dren’s sizes, then it has justified its existence and its 
continuity as a forum of industry held twice a year 
for the study of trends. For four years, the con- 
ference has made progressive reports up to the point 
of establishing these new schedules: 


Sizes 
Ee ee rere ree 2 to § 
NE hak 5 640% cde nrnvnnvs 5% to 8 
SR 4 ote ckns ceecdedue 84 to 12 
Junior Misses’ .........9.... 124%to 3 
Misses’ (heels up to 8/8)..... 3% to 7 
Modern Misses’ ............. 3%4 to 9 
(heels up to 12/8) 
parr errr 9 to 2 
BEE Hite t take Rex KccHn wees 2% to 6 
SM sibdd'ng a0 00 one Ges 6%4to 9 


It is hardly necessary for us to explain the old 
order which had: Infants’, Little Gents’, Growing 
Girls’ and a terminology dating back at least thirty 
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SHOE PRODUCTION BREAKDOWN BY CLASSES 1922-1930 


MONTHLY PPNDUCTION OF SHOES MENS 








1927 1929 1930 1931 
WOMENS — evereeee * BOYS AND GIRLS cree 





years, and no change of style-runs in twenty years. 

We also show on this page an unofficial table based 
on the conference size schedules, with approximate 
sizes and suggest new heel heights. This table is at 
present in the suggestion stage. In all probability it 
will be considered at the next Joint Styles Conference 
in April. The significant thing, however, is the new 
size schedules in juvenile footwear, representing a 
need for new lasts to cover the border-line between 
the old runs. 

There is another side to this juvenile schedule of 
sizes. It is best explained in the following letter 
from a retail customer: 

“As a father of three girls, growing into young 
womanhood, I have been amazed at the impossibility 
of purchasing shoes of sensible heel construction. Am 
told by stores it is almost impossible to get such 
shoes. I am glad to hear of this sensible movement. 
I hope to be able to buy shoes that will build up 

[TURN TO PAGE 56, PLEASE] 










The 
PRICE 





Problem in Children’s Shoes 


And How Some Merchants Are Meeting It 


D. you handle children’s shoes ? 


If so there is not the slightest doubt that you have 
asked yourself this question more than once: Must 
I put in lower quality children’s shoes or shall I stick 
to my regular grades? 

Undoubtedly price is the big problem in children’s 
shoes. What is the answer? 

To find the correct solution to this important ques- 
tion wouldn’t you think it sensible to get the opinions 
of some keen merchants who are really successful in 
the children’s shoe business? That is what we pro- 
pose to do during the next few minutes. 

We'll close our ears to those who say there’s no 
money in children’s shoes, and listen only to the ones 
who have proved they know how to make money at it. 
They all admit a demand for lower priced children’s 
shoes, but. . 

We hear first from George H. Trentman, vice- 
president of WM. EASTWOOD & SON CO., of 
Rochester and Buffalo, a firm whose high standing is 
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common knowledge throughout the shoe trade. Pos- 
sibly the following statement explains how that 
prestige was built. 

“It seems to me,” Mr. Trentman states, “that 
present economic conditions and the retrenchment 
practiced by so many have forced lower prices in all 
lines. We, therefore, find it absolutely necessary 
that our prices be considerably lower than they were 
a year ago. 

“T believe, however, that we must maintain our 
relative quality when we put in these lower priced 
lines. i 

“Our better grades sell in the 8% to 1Z run at 
$4.50 and the 12% to 3 sizes at $5.50. Our cheaper 
line is priced $3.25 and $3.50 respectively. Only 


occasionally do we advertise our lower priced line and 
most of our children’s advertising is institutional, 
stressing the importance of fit and quality. Con- 
sequently by far the larger proportion of our business 
is done on our higher priced line.” 
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Next we hear a very decisive vote for “Quality 
Always.” It comes from J. L. Patton, of PATTON 
& HALL, Schenectady, N. Y., who have been selling 
quality shoes for some 38 years. 

Mr. Patton says of his children’s shoes, “It is our 
definite policy to maintain our grades under all cir- 
cumstances. We must personally stand back of our 
shoes and therefore we cannot try out new lines to 
meet prices. 

“The war taught us to sell dependable shoes and 
get dependable profits and the merchants who did not 
follow that principle are, many of them, now out of 
business. We hope to profit by that experience and 
to continue in business. In some instances we are 
shortening our profits a little but not materially.” 

Up in Minneapolis, Charles A. Kilbourne operates 
an exclusive children’s shoe shop. When he opened 
up four years ago he found his trade wanted the best 
they could get—and they still want the best. There 
are plenty of places where they can buy cheap shoes, 
but mighty few that handle good shoes. That, says 
he, is what makes business good at Kilbourne’s. 


rn Mr. Kilbourne says, 

“Since our sale of pairs is ahead of last year although 
our prices are about 10 per cent less, we see no reason 
for resorting to cheaper grades. Our customers com- 
_ plain very little about our prices, probably less than 
the trade of the cheaper stores objects to their prices. 
“Therefore we shall continue to make quality our 
first consideration, passing any economies along to our 
customers immediately. Nothing would be easier 
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than to drop to lower standards to meet temporary 
price competition. But recovery of standards under 
better conditions would be much more difficult. Such 
a policy is not for us.” 

Everyone knows of the bang-up good job of chil- 
dren’s shoe merchandising being done in Philadelphia 
by the A. H. GEUTING CO. The secret of their 
success is made public by the following very clear 
statement of policy coming from the secretary, 
Maurie J. Yoskin, who states: 


“While the trade is asking 
for lower priced children’s shoes yet they positively 
do not want cheaper quality shoes. Our store has 
always carried two grades, the best on the market and 
then a line right under it. If we were really forced to 
carry a cheaper grade it would naturally mean three 
price lines, a big additional investment, and I doubt 
very much if the cheaper shoes would cut a figure. 

“Instead, we simply reduced all our shoes in pro- 
portion to the market and if we were to reduce these 
same shoes still further I doubt if we would sell any 
more of them. This is a very serious matter, con- 
sidering that one’s overhead is continually going up, 
which means mark up and volume must both be main- 
tained, and I do not think lower prices will help. 

“Tf there ever was a time in the history of the shoe 
business to maintain quality with an iron nerve, it is 
now. When the pendulum swings those merchants 
will win out who have kept up their sizes and widths, 
who have employed skilled salespeople that have made 
the fitting of children’s feet their life study and who 
[TURN TO PAGE 40, PLEASE] 





There is no doubt in any shoe 
retailer’s mind that the turnover system can save many 
a sale. If one salesman can’t get her to say “yes,” 
possibly another can. It’s two chances to one, you 
might. say. 


But—what about the customer’s good will? Does 
not the turnover system drive away more business 
permanently than it produces in immediate sales? 
Does it not cheapen the store? Does it not tend to 
weaken the morale of the selling force? 

The advisability of turning customers to a second 
salesman is not a one-sided problem by any means 
—as we shall see. 

Last week we brought out an exhaustive array of 
arguments in favor of the turnover system, spon- 
sored by shoe merchants who use it successfully. (If 
you missed that article, better look it up.) 

This Week we present the experiences of several 
good shoe retailers who have decided turnovers do 
them more harm than good. And they tell us why 
in no uncertain terms. 

First we hear from L. F. Tuffly, of KRUPP & 
TUFFLY, Houston, Texas. He brings out the fact 
that the turnover system does not fit in with present 
day “shopping” habits. 

“We discontinued turnovers some years ago,” says 
Mr. Tuffly, “because we realized there was a large 
percentage of customers coming into our store look- 
ing at shoes, who were not ready to buy them right 
then. 
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The HIGH 


And Why Some 





In Two Parts: Part Il 


“The habit of ‘shopping’ for shoes has been grow- 
ing, particularly with out-of-town customers. We 
find they come to our store on their early morning 
round, and many of them leave to return that after- 
noon or the next day to make their purchases. 

“That is the way they like to buy, and if we make 
it annoying and embarrassing for them to get out 
of our store on their first visit, they resent it. Even 
though we may sell them that time, when they come 
to town again they are likely to avoid us, going to 
the store that lets them shop the way they prefer. 

“We also had it called to our attention on several 
occasions that salesmen would use some such expres- 
sion as, ‘This man is more familiar with that stock.’ 
Customers commented openly on the fact that sales- 
men who they knew had been with us ten or twenty 
years certainly ought to be familiar with every de- 
tail of the stock. And so we concluded that in our 
type of store the turnover system was no longer 
beneficial. 


q —_— we have impressed 
upon our salesmen—and are getting their cooperation 
in a large degree—that they should work along these 
lines: When they honestiy feel a customer really 
wants to buy shoes but will not buy from them on 
account of some false start or prejudice, then they, 
of their own accord, should make a turnover. We 
believe that unless we can place sufficient confidence 
in our men then we should replace such men. 

“If the customer is a stranger and goes out with- 
out buying, we insist the salesman shall give her his 
business card, with the remark that if she decides 
upon something that has been shown, he would very 
much appreciate being called for when she returns. 
We do know that the simple fact of carrying this 
card around with her has brought many a customer 
back to the store. 

“These individual business cards have proved a big 
help in building up call trade for the salesmen as 
well as making permanent patrons for the store.” 

A very similar policy is followed by JAS. F. CON- 
DON & SONS, of Charleston, South Carolina. It 
is explained by Matthew A. Condon, who says: 
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COST of LOST SALES 


Shoe Merchants Believe the First Man Up Is the Best Man 


“At present we are not using any definite turnover 
system because we think turnovers tend to lower the 
store’s prestige, and there is always the risk of mak- 
ing the customer angry. 

“However, a partial turnover system, tactfully done, 
would save some sales. By a partial plan I mean one 
in which a salesman turns a customer over for any 
of these reasons, (1) an evident clash of personalities 
at the start, (2) the customer’s lack of confidence 
caused, for instance, by a glaring error in the size 
of the first shoe tried on, or (3) the evident inability 





“MR. JONES 1S MORE. 
FAMILIAR WITH THE Stock.” 


of the salesman to grasp the idea of what the cus- 
tomer wants. 

“An intelligent, experienced salesman should realize 
at the start when one of those three things has hap- 
pened, and should turn the customer at once when 
not over two or three shoes have been shown.” 

You notice neither of the merchants quoted above 
favor turnovers as a rule. Yet they do sometimes 
turn customers when the salesman feels conscientiously 
that the best interests of both the customer and the 
store will be served by so doing. They put it up to 
the salesman’s tact and common sense. 

The next two stores we are to hear from are more 
strictly opposed to turning customers. The following 
simple yet positive statement comes from WOOD & 
STERLING, of Mankato, Minnesota: 

“We have tried both ways and find it pays us best 
to let them go out and look around. In this way we 
get a good number back.” 

The next statement comes from the high grade de- 
partment store field, presenting the very definite policy 
of Fred H. Rasmussen, manager of the shoe depart- 
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ment of the H. & S. POGUE CO., of Cincinnati: 

“I have had enough experience with the turnover 
system to realize that any good it may do in saving 
sales is more than offset by the customers who are - 
lost permanently because of its use. In my opinion 
it definitely cheapens the store, so therefore we use 
no turnovers in our shoe section. 


‘A clientele such as ours, 
buying high grade and of necessity high priced shoes, 
is entirely too intelligent to be handled in this man- 
ner. We use no pressure on our clerks nor do we 
permit them to use pressure methods on our customers. 

“We do, however, make it a rule that all sales 
which, in the salesperson’s opinion, cannot be com- 
pleted, must be brought to the attention of the floor 
manager, which is either my assistant or myself, be- 
fore the customer has gone. 

“We can save many a sale either through a per- 
sonal knowledge of the customer’s needs or because 
we are familiar with the new merchandise coming in 
but not yet on the shelf. We do not hesitate to join 
the salesperson and enter into the conversation. 

“It is my opinion that many so-called missed sales 
are not really missed. Our intention and aim is to 
treat customers so they will feel like coming to our 
department continually. They will never have that 


feeling toward us if, every time they stop in our de- 


partment, we bear down on them with the definite 
idea of selling them a pair of shoes then and there. 
We value their continued contact more than we value 

any one sale. 
“On account of this method of selling we must 
[TURN TO PAGE 40, PLEASE] 
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Not Cheaper Shoes But Shoes Cheaper 


HAT does the public want? 
Certainly not cheaper shoes! 
The arts of skinning a shoe 


have in many cases been carried 
much too far. Some shoes now of- 
fered at retail are but little more than 
a surface of leather roughly put to- 
gether. There is no hope for a con- 
tinuing business under a policy of 
trying to take out of the shoe as 
much as possible, to meet a still 
lowering price. 

If industry continues to make 
cheaper shoes, it will destroy that 
splendid spirit of customer accep- 
tance that has been built up in the 
last few years. Shoes have a standing 
with our public—they represent good- 
will—and as a result production and 
sales were maintained in 1931, higher 
than in any other industry. This in- 
dustry has never had as strong a 
position before the public as it now 
enjoys. 

What’s to be done? Give the pub- 
lic good shoes—cheaper. There is all 
the difference in the world between 
the terms “cheaper shoes” and “shoes 
cheaper.” The inevitable consequence 
of this depression is lower prices. 
Wages are lower, materials are 
lower, costs are lower. People want 
“more shoe” for the same money or 
the “same shoe” for less money. 
Already we have, as an industry, re- 
duced materially price levels of 1929 
—let’s not reduce the balance of 
quality, now. 

Millions of men, women and chil- 
dren have found it necessary to slow 
up their purchases. They buy fewer 
clothes, fewer shoes and fewer 
things. At the same time when they 
go to buy, they want the most for the 
money. They certainly don’t want 
sub-standard goods of any sort. But 
in the majority of cases, that is pre- 
cisely what they are getting. 

Here’s the situation in a nutshell 
—many a manufacturer has built a 
shoe to meet a price. 





Then the retailer has advertised 
the shoe at a price. 

Then the customer has been mis- 
led in believing that the shoe is a 
good standard shoe worth more than 
the price. 

Wintry weather is showing up 
many shoes. People who cannot af- 
ford the menace to health of poor 
shoes, have been wondering what is 
wrong with the shoes they have 
bought. The testing of the shoes is 
in the wear. This sort of wintry 
weather reveals materials and work- 
manship, good or bad, and the store 
that has gone sub-standard suffers 
the loss of 2 customer. Let’s never 
forget good shoes are indispensable 
in mid-winter. 

What must industry now-do? It 
must look to its shoes. It must sell at 
retail shoes that are properly bal- 
anced in their many parts. This is 
the time for industry to look at 
the practical first, then the intrinsic 
beauty and good taste. If all is well 
so far, then a price must be set, ac- 
ceptable to the public. 

There is something wrong in 
the method of setting a price 
first, then the mark-up, and then 
conniving to assemble materials 
and workmanship to fit into fig- 
ures on a sheet of paper. A bet- 
ter plan, and the only workable 
plan, is to establish standards 
for good shoes in your store, 
then to see to it that the shoe as 
manufactured is in proper bal- 
ance—the right materials, the 
right lasts, the right craftsman- 
ship and the right service. At 
this point, the shoe comes into 
the store and is given its right 
mark-up and the ultimate price 
is one which carriers with it the 
conviction of the proprietor, the 
sales people and the public that 
it is the most and the best for 
the money. 

Many stores will- find necessary a 
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variety of margins of gross mark-up. 
For the customer who must have the 
“most for the money” and a shoe low 
in price—a shorter mark-up, because 
of the possibility of greater turn- 
over. For a perishable shoe in high 
style and in color—greater mark-up 
to cover the possibilities of loss and 
lack of sale. For fitting service extra 
time allowance worthy of orthopedic 
mark-up. Many roads to service and 
mark-up! 

The ultimate answer to store-keep- 
ing today is that it must be honest 
with itself. It must have the courage 
to uphold standards, come what may. 
Shoe retailers, however, need to pre- 
sent their wares with more courage. 
We believe it can be truthfully said 
that by and large, shoes come out of 
the wages of people. Larger items 
such as electric refrigerators, auto- 
mobiles and the like come out of sav- 
ings and principal. The amount of 
money needed to purchase a pair of 
shoes is comparatively small when 
measured against any other article. 

The difference between a poor 
shoe and a good shoe, measured 
by a dollar or two or more, is 
something that can be and must 
be overcome by better salesman- 
ship in stores. Too little of com- 
parison of qualities is used to 
grade up the sale of a pair of 
shoes at retail. There is too 
much passive acceptance of the 
lowest quotation by the public. 
When a customer can be’ con- 
vinced that for $2.00 extra there 
is so much more of shoes and 
wear and worth, isn’t the effort 
needed in every store, every- 
where? 

There are differences in shoes and 
service—both cost the public money. 
Every store can carry a well-bal- 
anced shoe at almost every price 
range but isn’t it natural for the pub- 
lic to expect more for the money and 
a little better price gives more. 
























MAIN SPRING ARCH SALES 


INCREASE 10% 
¥ 


Walk +Over dealers prove wisdom of building 


a permanent business with style-comfort shoes 


Vv 


Ff” and fancy shoes are, so often, only fair- 


weather friends. Shoe retailers, these last . 


two years, have found that out. And those who 
now play the Walk-Over game are proving to 
themselves by an average of 10% sales increase 
that the surest way to build an “all-weather” 
market ... permanent, exclusive, safe from com- 
petition and customer fickleness . . . is to base their 
stocks upon repeat-business-getting Walk-Over 
Shoes with the Main Spring* Arch. 


90% of your customers 


Statistics show that 90% of adults have some ache 


* REG. U.S. PAT. OFF. 


WALK-OVER SHOES 
vy i 
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or pain in various parts of the body that can be 


. traced to foot troubles. And 1931 sales figures 


prove again that once a man or woman “discovers” 
the exceptional comfort of Main Spring Arch 
Shoes he or she is not going to gamble with dis- 
comfort in some other brand. They are coming 
back to the Walk-Over dealer who gave them a 
new lease on life. And this repeat business is what 
builds business. Are you getting yours? 

There are a few open towns where the Walk-Over 
franchise is available. Address: Geo. E. Keith 
Company, Campello, Brockton, Mass. In-stock 
departments — Campello, Mass. — St. Louis, Mo. 














National Meet 






Interest 


ng Stirs 


Manager of N. S. R. A. Senses Strong Desire 
on Part of Merchants for Exchange of Views 


44 
= is great need 


and a great urge for national meet- 
ings in every line of retail busi- 
ness,” declares James H. Stone, 
manager of the National Shoe Re- 
tailers Association. “Nobody prob- 
ably realizes this more than the 
men in charge of the affairs of 
various associations of retail mer- 
chants. 

“The need of a national meet- 
ing of retailers of shoes is clearly 
discerned from letters and wires 
reaching N.S.R.A. headquarters 
requesting advice or information 
about a hundred or more different 
problems, or more properly, differ- 
ent phases of the one big problem, 
with which retailers are beset. 

“The urge for a meeting na- 
tional in its scope to discuss these 
problems comes from the same source—from mer- 
chants great and small, members and non-members, 
from the Fifth Avenues and from the Main Streets 
in every section of the country. 

“The unusual conditions which prevail at the pres- 
ent time, the change in goods and prices to meet the 
demand of the public, the question of styles and mate- 
rials that will be popular, efficient store operation with 
smaller sales force, whether to lengthen or shorten 
the price range—these are just a few of the many 
phases of the great problem with which merchants 
are wrestling in their desire to serve the public and 
make a fair and equitable profit for themselves. 

“All of these questions resolve themselves into one 
great problem, namely—To Provide the Public With 
What it Wants in Footwear—Quality, Style, Fit, 
Wear and Store Service—At a Price That Will Insure 
a Profit. 

“Conditions are such that progressive retailers are 
seeking every opportunity to obtain ideas, suggestions 
and plans that will enable them to cope with the situa- 
tion and do a better job of retailing in 1932. 

“The N.S.R.A.’s contribution toward the solution 
of this great problem of economic distribution is to 
call together some of the leading thinkers of mer- 
chandising fields, lay the problem before them and 
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JAMES H. 





from that work out a three-day 
program that will enable every 
merchant who comes to the con- 
vention to work out the problem 
as it applies to his own individual 
needs. 

“The doors of this great con- 
clave of- the industry are thrown 
open to all retail shoe merchants, 
department stores, clothing stores, 
chain stores and all members of the 
industry, in order that the greatest 
possible number may profit by the 
convention ideas and methods that 
will enable them to meet the pres- 
ent situation with more courage 
and a clearer understanding. 

“Times and conditions demand 
that this be a serious business con- 
vention. A time to throw aside 
all superficial conventionalities and 
get down to brass tacks. That is the whole purpose 
and intent of the meeting and every event on the 
program was placed there with this thought in mind. 

“We feel that we are indeed fortunate in having 
for the noon-day business meetings such men as D. F. 
Kelly, president .of National Dry Goods Association, 
president of the Fair Department Store, Chicago, and 
one of the most successful merchandisers in the coun- 
try; Roger D. Selby, president National Boot and 
Shoe Manufacturers Association, president of the 
Selby Shoe Company, Portsmouth, Ohio, who has 
made an exhaustive study of the problem of shoe dis- 
tribution; William Nelson Taft, editor of The Retail 
Ledger, Philadelphia, whose talk on “Satisfying the 
Consumer,” will add to both the knowledge and pleas- 
ure of every man who hears him. 

“It is doubtful if the N.S.R.A. has ever done any 
one thing that has been more beneficial to the shoe 
industry than fostering the meetings of the joint style 
committee meetings. At the Chicago convention there 
will be three separate style meetings, one on men’s, 
one on women’s and one on children’s shoes. The 
plan of these meetings will be much the same as semi- 
annual meeting held in New York. Round table ses- 
sions will be held to discuss problems of merchandis- 
ing, management and store operation.” 


STONE 
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Rar) Christmas Wanis! 





HE IDEA seems to be pretty well planted that 
Christmas will come along this year, as usual. 
Although I’ve heard rumors that Santa Claus has 
shrunk to a mere shadow of his former self. I said to 
Walter; 


“Looks like it’s going to be a season of ‘want’ for 
me, Walter. My boy wants this and my girl wants that. 
My wife wants a new permanent, a new pair of shoes 
and a new wrap. I’ll feel like giving her a rap when the 
bills come bouncing in around the first! 


“Of course it’s different with you, Walter. The 
way you’ve been building up this business of yours. 
Don’t suppose there’s anything you want.” 


Walter Booth smiled a little and I could see he was 
thinking a lot. Unaccustomed as I am to public think- 
ing myself, I recognize it in others. Finally he said; 


»“Yes, I want something too! 


“I want the good-will and friendship of every Shoe 
Merchant. I want him to enjoy the Health, Happiness 
and Prosperity that makes life worth while. 


“I want to see Success crown his efforts and every 
sale of Shoes bring him the Profit to which he is en- 
titled. If he sees fit to buy and sell WALTER 
BOOTH SHOES I want him to be assured of Custom- 
er Satisfaction. 


“I want to spread Christmas Cheer and Holiday 


? 


Happiness out over twelve months! 


WALTER BOOTH SHOE CO. 


$02 NORTH BROADWAY « « MILWAUEEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4,00-$5.00 $6.00 at a Profit 
IN STOCK AAA to EEEE « « « SIZES 5tol4 
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EVANS LEATHER 
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KLEVEN SHOE CO. 


(McKAYS) 


HORN SHOE CoO. 


(COMPO’S) 
OF SPENCER, MASS. 


Standardize on 


These two affiliated Cos. who manufacture smart shoes for women 
at Spencer, Mass., have for upwards of two years continued to use 
RUBY KID exclusively in their black kid styles. 


Their principal satisfaction in RUBY KID is as expressed above: 


It pleases the customer so thoroughly in her 
_ purchase that the second sale is easily 
made. 


Kleven Shoe Co. also like the way RUBY KID works in their factories, 
especially commending the fact that it may be readily and permanently 
finished to any desired degree of ebony lustre. 


Fundamentally, however, ‘they stress the repeated dependability of 
RUBY KID as a definite repeat sales force in their shoes. 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 
Philadelphia Milwaukee 
Boston St. Louis 
Rochester Cincinnati 
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A black suede scroll pattern 
oxford with pin seal inlay on 
quarter and black patent 
trim. Featured by McCreery. 


Brown suede vamp, quarter 
of pin seal, beige piping. A 
recent showing at Fifth Ave- 
nue shop of Jj. & J. Slater. 





A fancy pattern in black 
suede with black patent trim 
and white stitching. It was 


featured by Andrew Geller. 





Trends on Fifth Avenue 


Season of Sane Patterns Indicated in 


Holiday Showings of Smart Shoe Shops 


The holiday business is in 


full swing on Fifth Avenue as this is written. 
Yet many shoe stores are devoting their windows 
to sale merchandise, while others are showing a 
window of evening slippers and another one of 
dark brown and black footwear. Patterns have 
changed but little during these few weeks and 
the styles conference program is being followed 
very closely. Some stylists anticipated green 
footwear to a greater degree than has been sold, 
and it appears that New York has sold only a 
few pairs of the much heralded green. Mer- 
chants who analyzed the contrasting hat and 
shoe vogue knew very well that green would 
not register very strongly. 

It has been many seasons since such sane pat- 
terns have gone into all priced footwear, and it 
is surprising that good taste and carefully 
planned combinations are as strong in price lines 
as in the bench-made shoes. This procedure re- 
quires a great deal of figuring, as refined lines 
mean refined workmanship. 

Dark brown is stronger than it was at the be- 
ginning of the season, and as we now hear that 
blue suits with brown accessories will be very 
smart this coming season, there is no reason why 
brown is not a very safe buy. It is well, how- 
ever, when styling Spring footwear in the dark 
shades, to build the shoe with a contrast piping 
and also a light or swanky lining such as brown 
and beige check or brown, white and red. In 
the black shoe the new squirrel taupe shades are 
very smart. Buckles used as dainty accents are 
still bringing in extra business, as are mules 
and Christmas stocking boxes. 

Fifth Avenue is showing pumps and straps 
for evening, with many newer types of T and 
center strappings. Forty-second Street has al- 
ready begun to show beige snake and some 
lizard in the gray and black. It seems too soon 
or too late for such a display, as the clothing 

[TURN TO PAGE 54, PLEASE] 
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A Slater model in brown kid 
with brown suede inlay and 
red kid piping, showing an 
attractive yet simple effect. 





B. Altman Co. showed this 

unusual strap number in 

brown suede enlivened with 
brown alligator trim. 





Brown suede strap effect 
pump by Cammeyer with 
beige lizard inlay, brown 
patent applique and heel. 























The Bones 

The Metatarsals and Phalanges 

Arches of the Foot 

Soft Structures of the Foot 

The Ligaments 

Muscles and Tendons of the Leg 

Muscles and Tendons of the Foot 

Arteries of the Leg and Foot 

Veins of the Leg and Foot 

Nerves of the Leg and Foot 

Joints 

The Skin and Nails 

Comparative Anatomy 

Deformities of the Toes 

Physiology 

Examination of the Foot 

Shortened Calf Muscles 

Weak Foot and Flat-Foot 

Treatment of Weak Foot and 
Flat-Foot 

Hollow Foot 

Metatarsalgia and Morton's Toe 

Method of Fitting Arch Supports 

Corrective Exercises 

Hallux Valgus and Bunion 

— Rigidus or Painful Great 
oe 


Now Being Printed 






NEW Revised Edition of 


THE HUMAN FOOT 


TABLE OF CONTENTS 


Painful Heel 
Hammer Toe 


Anatomy Deformities and Treatment 
by DR. WM. M. SCHOLL 


5 ion is undoubtedly one of the most complete treatises 
ever written on the subject of Anatomy, Deformities and 
Treatment of the foot. 


While it is scientific to the highest degree it is so written 
and illustrated that any layman, dealer or salesperson can 
readily digest it and put its teachings into practice. 


This book is of immeasurable value to every man or 
woman who comes into contact with feet. It teaches in a 
manner readily understandable the structure of the foot, 
shows how this structure becomes deformed and the most ap- 
proved method of relieving and correcting these deformities. 


"The Human Foot" will make everyone who studies it a 
better and more efficient salesperson. There are hundreds 
of subjects treated, any one of which is worth more than 
the moderate price of this work. 


Many Anatomical Illustrations in Color 


There are over 600 pages of interesting, scientific, 
practical data, and more than 400 illustrations. 


If you do not own and have never studied The Human 
Foot Book you do not realize what you have missed. It will 
give you an actual working knowledge of the foot, shoe 
fitting and everything pertaining to foot troubles and their 
correction that cannot be secured through any other source. 


Pre publication orders may now be placed and delivery 
will be made shortly. All orders filled in rotation. 


Price, $3.50 Prepaid 
THE SCHOLL MFG. CO., INC. 





Weak Ankle, Sprained Ankle, 
and Tubercular Ankle 

Talpies or Club-Foot 

Pes Cavus, Hump-Foot, Hollow 
Claw-Foot 

Knock Knee and Bow-Legs 

Rheumatism, Gout and Other 
Joint Affections 

Skin 

Diseases of the Blood Vessels 

Diseases of the Nerves 

Fractures 

Dislocations 

Corns 

Callosities—Callous 

Ingrowing Toe-Nail 

Radiography 

History of Footwear 

Shoe Fitting 

Hosiery 

Method of Making Plaster of 
Paris Casts of the Foot 

First Aid 

Care of the Feet 





213 W. Schiller St., Chicago 


62 W. 14th St.. NEWYORK = 112 Adelaide St., E. TORONTO 
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THE SCHOLL MFG. CO., INC. 
213 W. Schiller St., Chicago 
62 W. 14th St., New York City 


MAIL THIS COUPON NOW 





Gentlemen: | enclose $ 


"THE HUMAN FOOT" prepaid. 


NAME 


pies of 





ADDRESS 








CITY 




























New Year’s party window display used by Cutler’s Chicago. The carnival atmosphere is vividly portrayed in this window. A painted panel at 


the rear center showed a gay young couple in evening dress. Leading down from the panel was a two step platform strewn with confetti 
and shoes were displayed on and about this platform. 


After Christmas 


Shoe Windows 


Price Need Not Dominate Every Display 


during Sale Season 


Immediately after Christmas, many 
shoe stores launch their mid-winter clearance sales, 
and thereafter, through the months of January and 
February, the price appeal dominates their advertis- 
ing, window displays and promotional activities. In 
the case of the average shoe store, this emphasis upon 
price is carried to a point that indicates a dearth of 
originality in merchandising. For while sales are in 
progress, there is no reason why merchants should 
not also stress the other selling appeals of style, use 
and occasion. : 

Just after Christmas, for example, there is a round 
of social affairs culminating in the New Year festivi- 
ties, and this is a good time to feature evening foot- 
wear in windows. A successful display of this kind 
is illustrated in the photograph reproduced above. 


30 


Early in January is a good time to feature footwear 
for southern wear, and this theme presents any num- 
ber of interesting possibilities for attractive windows. 

By featuring regular merchandise in windows and 
newspaper ads during the sales period, merchants are 
able to average their profits, so as to bring the level 
up considerably higher than it would be if all of the 
merchandising effort were concentrated on sale goods. 

Undoubtedly one of the problems of the shoe bus- 
iness along with other apparel trade, arises from the 
fact that from five to six months of the year are de- 
voted to clearance sales of one kind or another, when 
stores are forced to operate on low profit margins. 
The shoe merchant should therefore use his ingenuity 
to discover other ways of increasing profits during 
sales. 
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ROSCBAY| 


CA = 


Leather must be beautiful. 


es: 








Leather should be desirable. 


Leather ought to be within the price range. 





ROSEBAY WILLOW CALF has all these needed features. 


AMERICAN HIDE AND > LEATHER COMPANY 


$t. Louis - CINCINNATI 


AMERICAN HIDE AND LEATHER ConPant ne INC. ” AMERICAN HIDE ano LEATHER COMPANY. 10. 
w Yor«K. JORTHAMPTON ano LEICESTER. ENGLAND 


AMERICAN HIDE AND LEATHER Pci $A. 
. France 


CALF ano 5i0€, Upper Learner Tannemes DOLLIVER ano BRO.. SAN FRANCISCO 
tt Bactsto! AGENTS For THe PACIFIC COAST ano ORIENT 
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CONVEN'\ 







When the Middle Atlantic Shoe 


Retailers’ Association officers and directors began 
planning for the 1932 Convention it was recognized 
that business was confronted with serious problems 
and that the next convention would have to be the 
most businesslike ever planned and staged by this asso- 
ciation. 

The first decision was the selection of the dates and 
convention city, January 18, 19 and 20, 1932, in Phila- 
delphia. The next plan called for four hotels instead 
of one as before. The selection was the Adelphia 
Hotel as headquarters, the Benjamin Franklin, St. 
James and the Walton as sub-headquarters hotels. The 
rates to exhibitors were reduced 40 per cent. The 
number of display rooms reserved to be sold to ex- 
hibitors were increased by 65 per cent. The advertis- 
ing budget was increased 25 per cent. 

Next, a letter was sent to the entire membership with 
these two questions. What is your most difficult store 
problem? What are your reasons for attending shoe- 
men’s meetings? The large percentage of returns was 


Middle Atlantic Meeting Plans 


9 wigan " 
18 - 19- 0° 
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Regional 
Association 
to Hold 
Convention 
January 18-20, 
in Philadelphia, 


and Discuss 






Topics 
Suggested by 





Membership 


most encouraging and brought to the foreground some 
profitable suggestions. 

The answers will furnish the bakground for the dis- 
cussions to be had at the business sessions of the 
18th Annual M.A.S.R.A. Business Meeting and 
Exhibition, January 18, 19 and 20, 1932. The entire 
program will be influenced and planned with the idea 
of bringing out in a simple, understandable and help- 
ful way how to merchandise profitably. Come—join 
in the discussions and get the answers. 

From the large number of reports received, Pres- 
ident George M. Garwan, Managing Director Cal J. 
Mersch, and Chairman H. Russell Wood of the Con- 
vention Committee; were given ideas that aided mate- 
rially in setting up fifteen reasons why our convention 
is a real opportunity to manufacturers, wholesalers 
and allied lines in the industry. The fifteen reasons 
are: 

1. To exchange greetings and a smile with other 
Shoe Men. } 
[TURN TO PAGE 54, PLEASE] 
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GENUINE BARBOUR “STORMWELT” 
IN W. L. DOUGLAS SHOES 
We reproduce a W. L. 


Douglas Shoe Co., news- 
paper advertisement show- 
ing one of their newest 
styles in their $5.00 line 
made with — 


GENUINE 
BARBOUR _"STORMWELT” 


There is only one Genuine 
Barbour “Stormwelt.”” Its 
construction is patented. It 
may be imitated—but not 
duplicated. 
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GENUINE BARBOUR STORMWELT is a scientif. 
ically formed strip of solid leather. It provides 
the inseam-sealing and shape-retaining prop- 
. erties always needed in shoes but which, until 
BARBOUR STORMWELT was perfected ond 







were not to be had. BARBOUR 






patented, 
STORMWELT improves the salobility of all 
shoes wherein used. 















BARBOUR “STORMWELT” 


“THE WEATHER STRIP THAT'S A LEATHER STRIP” 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 
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Yes Me and Sell Me 






In Which a Customer Frankly Says What She 
Thinks About Shoe Folks Who Try to Reform Her 


By ALMA 


l- m going to blow off steam 
the next five minutes, so anyone who’s afraid to get 
burned had better beat it. 

The thing that boils me up is this: Why in the 
name of common sense do shoe salesmen eternally 
try to reform me? Why can’t I buy what I want 
without going through the same old battle every 
time ? 

You see, I have one of 


HARTMAN 


fourths of it. Yet so often the shoe salesman’s atti- 

tude is, “Now lady, I’m here to set you right,” in- 
stead of, “I’m here to sell you what you want.” 

Doubtless I am wrong in all this, but if I owned 

a shoe store I would certainly tell my clerks, “Let 

people get their education somewhere else; we'll sell 

them what they want.” Probably I too, after a few 

years’ experience, would 

discover I knew so much 



















those long, thin, bony feet, 
fairly flat—about the shape 
of three pencils. What I 
should wear (I’ve been 
told all this a thousand 
times) is a long vamp, 
medium heel arch support 
shoe. What I want is a 
short vamp, high heel, light, 
airy shoe. 

I should wear about an 
8, quite narrow, I want a 
7 or not over 714. I should 
wear an oxford or some 
similar closed up style that 
“will be good for my foot.” 
But, unfortunately, what I 


ERE’S an article that the average shoe 

merchant won't like to read. It is frankly 
critical of the attitude and policy of many 
shoe stores in their contact with customers. 
But it’s an article every shoe merchant ought 
to read, if for no other reason than because 
it is frankly critical. 


The writer is herself a customer. She 
writes from the customer’s viewpoint. And 
if there’s anybody whose opinion commands 
respect today in business, that person is the 
customer. 


It may make you good and mad to read 
some of the things Miss Hartman has written. 
We hope so. We hope she'll make you so mad 
you'll want to answer her right back. If so, 
we'll print your answer too. 


more than the people whose 
money I wanted, that I my- 
self would join the ranks 
of the reformers. Knowl- 
edge is a funny thing. 
The shoe salesman who 
terrorizes me most com- 
pletely is the one who is 
taking, or has taken, a 
course in foot culture — is 
that what you call it? How 
he gloats when he spies my 
poor imperfect foot! 
First thing, he puts both 
thumbs under the ball of 
my foot and doubles my 
toes down with a snap of 
the bones that pains me 


want is usually a pump or 
a sandal type—it’s got to 
be good looking, a smart, attractive, stylish shoe. 

I love pretty shoes and I would thoroughly enjoy 
shopping for shoes were it not for these disagreeable 
arguments over what I should have and what I want. 
Consequently I shop less often and buy fewer shoes 
per year than I would if shoe salesmen always made 
things more pleasant for me. 

Here is the conclusion I have reached. Shoe men 
know a great deal about shoes but precious little 
about people. They delight in studying the technical 
details of shoes, then turn right around to meet a 
customer with a now-what-the-deuce-do-you-want ex- 
pression all over their faces. We don’t like it. 

I may be too arrogant, may not grasp the mer- 
chant’s angle, but still I feel that the customer is the 
major consideration in every transaction—say, three 





the rest of the day. That 
is, if I’m not quick enough. For I have learned to 
jerk my foot away the minute I suspect a “bone- 
snapper.” 

To him, I am an “interesting experiment.” To 
me, he is an unladylike expression. If you get what 
I mean. 

I concede that foot knowledge and shoe knowledge 
are fine things to have, but not to exhibit all the time. 
Full well do I realize that there must be many cus- 
tomers to whom such things are of first interest. Go 
ahead and’ show off your technical knowledge to those 
customers. 

But me—what I am looking for is a salesman 
who knows as much about style as he does about 
shoes. How many of you are holding up your 

[TURN TO PAGE 56, PLEASE] 
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Let Stetson 








Fill Your Christmas Stocking 


with a more prosperous 1932! 





Stetson steps along with Santa in wishing 
you a Merry Christmas and a bigger, better, 
brighter New Year. Steps a bit further, 
suggesting your way to it — through profits 
on Stetson Shoes. On the popular, PRE- 
WALKED Stetson Shoes for Men.. 


the new, light-weight, smart Stetson Shoes 


- on 


for Women. Line-ups of quality and value 


that will sell...and keep on selling for 


you. With them Stetson offers you hearty, 
intelligent cooperation in its quick, depend- 
able In-Stock service in Dept. 5, which 
carries any size and last you want... and 
ships your order the day it is received. Of 
course you’re interested in a more pros- 
perous 1932! Send for Dept. 5’s catalogue 
immediately. The Stetson Shoe Co., Inc., 
South Weymouth, Massachusetts. 


STETSON SHOES 


FOR MEN & AND WOMEN 
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CONSUMER FAITH 


Was never more 


NECESSARY 


Waen gambling took a setback, the whole tune of current merchandising 
changed. Even the high-and-mighty were stunned to see consumers prying into 
retail quality claims. It was an indignity! e Within the last eight months, leaders 
who intend to retain leadership have regained their poise and gone to work. 
In every line possible, they are enlisting the reputations of known makers. It 
has been years since retail store promotions contained so many trade mark names. 
@ Daniel Green was one of the first to feel this new philosophy. Certain of the 
biggest shops in the country handle Daniel Green slippers almost exclusively. In 


these shops, 1931 volume of profits come within a few dollars of 1929 showings. 


e Years of Supreme Quality... 50 Years of Advertising 


DANIEL GREEN LEISURE FOOTWEAR 


THE DANIEL GREEN CO., DOLGEVILLE, N. Y.—CHICAGO, 29 E. MADISON ST.— NEW YORK CITY, 331 MADISON AVE.— BOSTON, 10 HIGH ST. 
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‘Watch your sole, Dear Lady 
A ¢. Tt should say 


cy DANIEL GREEN 


r the easiest thing in the world to find things 












that look smart... in the shop. But, oh, one 






must be watchful to get enduring smartness. 





“Cheap” chic is so expensive! It turns to shod- 






diness too soon. If you want lasting good looks 


(as you do), insist on Daniel Green Leisure Tear Drop is luxurious and formal 
in crepe trimmed with gold kid, 











Slippers. Look for the name on the sole. Every 






pair is stamped. And every pair is quality . . . rich 
silks by Skinner, softest leathers, perfect fit. For 







economy's sake, ask for (and be sure you get) 






Daniel Green’s Styles for men, women and 
children. $2.50 to $6 a pair. 







Tue Daniet GREEN COMPANY, DOLGEVILLE, NEW YORK Our buckle backstrap in black satin 
is a veal bargain. £ 





Uf you dom'tsee the Daniel 
Green name, it's nota 
Daniel Green slipper. 






DANIEL GREEN 
LEISURE FOOTWEAR = Pagemsiriridestone he 






Our Loll in crepe or gay leather 
wins all bearts. , 











COMEFYS don’s try to be stylish, 
but millions buy them... and love ae er wy on 
them for their foot- resting softness. 











(Copyright, 1931, Tus Davis. Green Company, Dolgeville, New York) 
= ? 






Boor AND SHOB RECORDER 
combining THE SHOE ReTalIumR, Dec. 19, 1931 

















Sells Shoes on Style Plus 











Fitting 
V 


And Boston Merchant 
Believes Women Will 
Ride Up Two Stories If 
Assured of Smart Shoes 
and Intelligent, Painstaking 
Service 


A 


Attractive third floor shoe store of Charles Fitch Company, in Temple Place, one of the smart 


specialty shop districts of Boston 


a a third floor store, 
31 feet long and 17 feet wide, Charles Fitch of Bos- 
ton has started out to prove two things. The first is 
that women will take an elevator if there is style plus 
proper fitting at the end of the trip. The second is 
that an enduring business can be built up with one 
well-rounded line of women’s footwear. He defines 
the word “enduring” in this connection, not as a con- 
stant flow of new customers but as a steadily repeat- 
ing number of old customers coming back for more. 

His whole merchandising policy is based on the 
theory that a large portion of the feminine population 
will gladly pay $8.50 and up if they can get a per- 
fectly fitted shoe which will give service and which is 
styled to meet their requirements. Such a policy 
necessarily calls for at least as much stress on sizes 
carried as on styles, and Mr. Fitch has met it with 
a run of sizes from 3B to 9AAAA. He has concen- 
trated on one line—the Foot Delight, manufactured 
by the Bancroft-Walker Co. of Boston, the nearness 
of the factory in-stock department giving him the 
decided advantage of being able to size in every 
evening after hours if he needs to. His stock control 
problem, therefore, has been reduced to very simple 
terms. 

In choosing a location he limited his choice to those 
sections of the city which have become known as spe- 
cialty shop centers. His final choice was 37 Temple 








Place—a short street of small stores mostly high 


grade in character. The building in which he took 
the third floor location is itself a specialty shop cen- 
ter, housing a number of upstairs stores with well- 
established clienteles. 

In furnishing his shop he has purposely kept away 
from the highly modernistic. The setting shown in 
the photograph is that which might be imagined either 
in the home or in the lounge of a club for women 
of means and refinement. The walled-off section in 
the foreground of the photograph marks the partition 
between the selling floor and stock room. That por- 
tion of the room remaining in the foreground gives 
the impression of a spacious entrance hall. 

In building its business, Charles Fitch Com- 
pany will use newspaper and direct mail advertising, 
leaning heavily, also, on word of mouth advertising 
which Mr. Fitch’s experience in his last connection 
(he has sold shoes successfully in Arlington, Mass., 
for several years) convitices him is a very fertile 
source of new business. 

Although the new Fitch store is three flights up, it 
by no means holds the altitude record for retail shoe 
stores. We understand there is a shoe shop in Chi- 
cago located on the thirty-second floor of one of the 
big office buildings in the Loop. And in these days 
of super-skyscrapers, there may be others even higher 
up. Which proves that location isn’t always important. 





Boot AND SHOE RECORDER 
combining THe SHOE RETAILER, Dec. 19, 1931 



















Perfect Fit 


Popularly Priced 
Prompt Shipment 
from Floor Stock 





317 Sycamore St. 


Warner Spats 


Nicely Designed 
Good Material 
and Workmanship 


The W. W. WARNER MFG. CO. 


Spas S; 





Cincinnati, Ohio 








World’s 
Tallest Hotel 
46 Stories High 


CINCINNATI - 


IN CHICAGO 






/; 


Ey 





The extra attention given to the needs of guests 
will favorably impress you. Nearest to stores, 
offices, theatres and railroad stations. Each 
guest room is outside with bath, circulating ice 
water, bed-head reading lamp and Servidor. 
Housekeeper on each floor. Garage facilities. 


2500 ROOMS $3.00 UP. 


MORRISON HOTEL 


Madison and Clark Streets 


A C.LAWRE 
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& LEONARD HICKS 
=f Managing Director 


CHICAGO 


NCE LEATHER Co. 


BOSTON * PEABODY: NEW YORK: CHICAGO «ST LOUIS 
PHILADELPHIA~ GLOVERSVILLE 
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PEE-CHEE | 

















DEE-CHEE 


HE good name of Pee-Chee 

Shoe preparations, originally 
built on Pee-Chee White, is further 
strengthened by Pee-Chee Kid 
Glaze. It has become a favorite 
everywhere for use on finished 
white kid and calf footwear. It’s 
a potent cleaner and delivers a 
quick, beautiful polish. It ranks 
among the fast-stepping items in 
good shoe and repair shops the 
country over—along with Pee-Chee 
White and Pee-Chee Neutral 
Creme. 


Order Pee-Chee full-price, full- 
profit goods from your jobber. 






























The Pee-Chee Cleaner Mfg. Company 
Cleveland Ohio 


Dee-Chee 


WHITE SHOE CLEANER 
Hid Glaze......Neutral Creme 





























The High Cost of Lost Sales 
[CONTINUED FROM PAGE 21] 


watch our salespeople very closely and 
eliminate the weak ones. We have no 
place in our organization for salesmen 
who must be driven or supervised all 
the time to force them to put forth a 
conscientious effort to sell merchandise. 

“In addition, to keep our service up 
to standard, we have our department 
‘shopped’ quite often. When the shop- 
per’s report comes back it is given to 
the individual salesperson and thus each 
one has a chance to find out his own 
short-comings and eliminate them in 
his contacts with our customers.” 

One very significant fact is brought 
out in this discussion. Merchants who 
favor the turnover system say its suc- 
cess depends upon having first class 
salesmen and exercising careful super- 
vision over them. Opponents of the 
turnover system say exactly the same 
thing, that their system is successful 
because they employ only good men and 
watch them carefully. 

So it seems, as has been said over 
and over, the salesman himself is the 
all important key to the selling prob- 
lem. With first class men any system 
will work; without them no system will 
succeed. 

Our discussion so far has dealt main- 
ly with the effect of the turnover sys- 
tem on the relations between the cus- 
tomer and the store. How does the 
system affect the salesman himself? 

A great many hold to the opinion 
that the turnover policy tends to 
weaken the salesman. If the clerk 
doesn’t take a fancy to his customer, 
if she doesn’t swallow all his argu- 
ments whole, if she doesn’t buy the 
third or fourth shoe he shows, in short, 
if she doesn’t act just the way he wants 
her to act, all he has to do is “report” 
her to the floor man who immediately 
calls a turnover man to take over the 
offending customer. 

He washes his hands of the whole 
affair. He salves his conscience with, 
“It’s the policy of the house.” 

How often have you heard a clerk 
mutter to himself back of the shelv- 
ing, “This woman better not fool with 
me. I'll turn her like a top, and get 
me a live one to wait on!” 

Furthermore, the man who takes the 
turnover feels no great responsibility. 
If he sells her, well and good. If he 
misses her, he did no worse than the 
first man. Why worry too much with 
her? 

But if the store does not allow turn- 
overs the salesman’s attitude is far 
different. The responsibility for that 
customer cannot be shifted. Therefore 
the salesman buckles right down to the 
task of making friends with her, of de- 
termining exactly what she wants and 
combing the stock till he finds that 
thing. 

It is the very essence of human 
nature that when a man knows there 
is no retreat, when the bridges are 
burned behind him, then he will do his 
very best work. 





have maintained those niceties of ser- 
vice their customers have enjoyed in 
the past. 

“We are surrounded by department 
stores that are jeopardizing whatever 
good children’s business they ever had 
by exploiting cheap shoes at low prices. 
And with what results? I find that 
even with their big promotions they 
are way below their volume. So you 
can just imagine their position when 
the market adjusts itself. 

“We have noticed a lot of new faces 
coming in our store, who have left 
their regular stores because those 
stores have lost their nerve and gone 
into cheap shoes. As a matter of fact 
while our volume is not quite up to 
last year’s, yet our percentage of good 
shoes has kept right up. 

“Our top quality in misses’ sizes is 
priced $5.50 and our cheaper grade 
$4.50. The department stores are fea- 
turing the same types at $3.95 but 
made of cheaper materials. Mothers 
easily realize that the difference in 
price is so little while the gap in qual- 
ity and appearance is so tremendous 
it is not worth the chance. 

“Customers are not blind to the 
many things we do for them, furnish- 
ing them with scientifically designed, 
long wearing shoes, carefully and skill- 
fully fitted, carried in a great assort- 
ment of materials, sizes and widths. 

“Those are the things we stress in 
our advertising and, frankly, we believe 
it would be suicide for a store like ours 
to cheapen its service or lower its 
grades of merchandise.” 

Out at Long Beach, Cal., we find C. 
Merwin Dobyns making a success of 
his children’s business. He explains 
his price policy as follows: 

“I believe there is a very decided 
trend toward cheaper shoes on the part 
of the customers. However, we are at- 
tempting to pursue a middle course on 
the subject. We are offering lower 
priced shoes than formerly but we are 
accomplishing this in a three-fold way. 

“First, of course, manufacturer’s 
prices are lower. Second, we have cut 
down expenses in our children’s de- 
partment. Third, we are accepting a 
somewhat smaller margin of profit. 
Consequently we are able to give really 
excellent values at a lower price. 

“We continually attempt to mer- 
chandise our better grades by calling 
the customers’ attention to the greater 
values we are able to give them at a 
slightly higher price. 

“Today every business must watch 
expenses a great deal more closely and 
even accept a lower margin of profit 
in order to retain its customers for 
the better days that are bound to 
come.” 

Even down in Florida they admit 
things are not as prosperous as they 
were before the boom went boom. How- 
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Price Problem in Children’s Shoes 


[CONTINUED FROM PAGE 19] 





CORRECTION 

In our issue of December 12, we pub- 
lished the reported assignment of Louis 
Caplan, who operates the Trumbull 
Shoe Co., at 22 Trumbull Street, 
Worcester, Mass. This report was er- 
roneous and we are glad to give the 
correction prominence and to acknowl- 
edge our error. Mr. Caplan was re- 
ported to have suffered loss by fire, 
and his financial standing was not at 
all in question. ° 





ever, selling good quality shoes is still 
the way to build a children’s shoe busi- 
ness, according to Bob Gallagher, of 
LORRAINE CHILDREN’S’ BOOT- 
ERY, in Miami. , 

“There has been plenty of tempta- 
tion lately to stock cheaper shoes, but 
now I am glad we did not,” says Mr. 
Gallagher. “First, because the public 
would expect the cheaper shoe to give 
the same service as the better ones. 

“Second, because we are the only 
store left in town handling good chil- 
dren’s shoes and every day we are 
getting disgusted, dissatisfied custom- 
ers from the other stores. Third, it 
is such a downright pleasure to sell 
quality shoes, and the customers get 
equal pleasure buying them. 

“Some of our regular customers 
drifted away for a time or two and 
bought cheap shoes, but they came back 
and now are more thoroughly sold on 
our shoes than ever. As a proof of 
our optimism we have just added the 
highest priced line of turns to be had 
—going up, not down. 

“The answer to the children’s prob- 
lem is to educate the mothers to buy 
good shoes for the baby. Start right 
with the birth announcement. Keep 
a complete card file. Send birthday 
cards. Keep advertising. Make talks 
at Parent-Teacher meetings. Don’t let 
them forget you. Get a reputation in 
children’s shoes. Sell quality. That’s 
the answer to the children’s problem.” 

The outstanding feature of all these 
statements is that not one of these 
merchants is sacrificing the quality of 
his merchandise in response to any 
temporary demand “in times like 
these.” It is proving a_ successful 
policy with all of them. 

This does not mean that a merchant 
can succeed only if he handles top 
quality children’s shoes. Not at all! 
The market for super-grades is entirely 
too limited for that. 

It does mean this: ‘That on what- 
ever grades a merchant has succeeded 
in building up a following, be it $3 
shoes, $4 shoes, $5 shoes or $6 shoes, 
he will probably do best to continue 
those same relative grades, lowering 
his prices in keeping with the market. 

One thing is certain, pushing poorer 
grades is not the solution to the chil- 
dren’s problem. 
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IheMgsterpiece 


Look for the 


“Ty” 


United Shoe Machinery 
Corporation 


BOSTON, MASSACHUSETTS 








Manufacturers have found that comfort 
can be skilfully combined with stylish ap- 
pearance through the use of Celastic—The 
Quality Box Toe. The newest toe shape 
and the smartest style patterns lose their 
value if the shoe does not offer the wearer 
muscle-relaxing toe comfort. The one-piece 
toe, made possible by the fusing qualities of 
Celastic, eliminates wrinkled linings, giving 
interior smoothness and flexibility across the 
toe line . . . You can always depend upon 
Celastic to accurately interpret the individu- 
ality of your last. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 


@ 


THE QUALITY 
BOX TOE 


Wt 





NATIONAL NEWS 
>» HOW’S BUSINESS? < 


Hide Trading Lags 

New YorkK—While trading on the 
New York Hide Exchange spurted on 
Friday, business lagged during the 
greater part of the week ended Decem- 
ber 11, and prices fluctuated within a 
narrow range. On Friday the active 
months closed from 15 points decline 
to 15 points above the previous week’s 
final quotations. 

Many factors have been reticent to 
operate owing to the absence of a suit- 
able trading basis, which was attrib- 
uted chiefly to the dormant condition 
of the big packer hide market the past 
month and a half. Apparently many 
Exchange operators have adopted a 
waiting policy pending the settlement 
of the differences existing between pro- 
ducers and tanners. 


Melville Cuts Prices 


New YorK—A reduction in the 
prices of men’s, women’s and _ boys’ 
shoes to a total of 17.5 per cent, was 
placed in effect last week by the Mel- 
ville Shoe Corporation in its 478 John 
Ward, Rival and Thom McAn stores, 
operating in 217 cities of the country. 

The reduction, according to Ward 
Melville, president, is a temporary one, 
and was made possible by the present 
position of raw materials, plus an in- 
creased effort on the part of manufac- 
turing and selling staffs. Prices were 
cut 10 per cent a year ago. 

More than 2,000,000 pairs of shoes 
were placed on sale at the new prices. 

The relationship between the Mel- 
ville Shoe Corporation and the fac- 
tories which make its shoes is explained 
by Melville as an arrangement whereby 
the manufacturer makes his shoes at 
cost and shares in the retailer’s net 
profit. 


—_—_—_—_—_————— 
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SATURDAY, DECEMBER 19, 1931 


Schiff Sales Ahead for Year 


CoL.umBus, OH1I0—Sales of the Schiff 
Co., operating about 180 retail shoe 
stores in twenty-five States, for the 
first eleven months of the year totaled 
$9,051,662.12, compared with $8,757,- 
083.82 for the corresponding period in 
1930, according to a recent statement 
issued by Robert Schiff, president of 
the corporation. 

This is a gain of 3.36 per cent, and it 
is believed that total sales for the cal- 
endar year will be well over $10,000,- 
000. Sales for the four weeks’ period 
ending Nov. 28 were $788,153.15, com- 
pared with $820,839.13 for the corre- 
sponding period last year. This is a 
decline of $32,685.98. 


Melville Sales Off 8 Per Cent 


NEw YorK—Sales of Melville Shoe 
Corp. in November were $1,692,326, 
compared with $2,506,374 in November 
last year, a drop of 32.4 per cent. For 
the first eleven months they were $23,- 
736,332, against $25,834,086 for the 
similar period of 1930, a decrease of 
8.12 per cent. 


SHOP TALK 
By 
H. F. B. 


Is it just the perversity 

Of human nature that makes 
People buy flub-dubs and 
Gee-gaws in times of 
Depression? You'd think 
That staple, long wearing 
Things would be wanted now, 
But a look at what Xmas 
Shoppers are buying shows 
The reverse is true. 

Maybe the flipperies of 

Life act as an antidote 

For the gloom of depression. 


Which gets around to the 
Thought that a whale of a 
Lot of novelty shoes will 
Be sold next Spring and Summer. 





EVERY WEEK 


Officials said that the cut in prices 
of 10 per cent on Nov. 1, 1930, stimu- 
lated the sales for that month approx- 
imately 25 per cent over the seasonal 
trend. 

Beck-Hazzard Reduces Prices 

New YorkK—Beck-Hazzard, Inc., op- 
erating more than 90 stores in the Met- 
ropolitan district, have cut the prices 
of their Hazzard shoes from $4 a pair 
to $3 a pair. This price applies alike 
to men’s and women’s shoes. 


» TRADE DOINGS 4 


Ladies’ Night at Boston Club 


Boston — An elaborate and _ well- 
planned program of _ entertainment 
greeted the 100 or more guests and 
members who attended the annual 
ladies’ night dinner of the Boston Boot 
and Shoe Club, held Dec. 9, at the 
Hotel Statler. Tables were arranged 
in a hollow square with a dance floor 
in the center and an orchestra to fur- 
nish the dance music. 

Features of the evening were an ad- 
dress of welcome by President Max- 
well P. Gaddis, an address by Frank 
Hardy Damon, president of the Damon 
Hall School in Newton, Mass.; music 
by the Boston Philharmonic Orchestra; 
entertainment by the J. K. Murray 
Concert Company, and dancing. 

The reception committee comprised 
Horace R. Drinkwater, Carl F. Danner, 
Charles C. Hoyt, Charles T. Cahill, 
Everett T. Packard, Daniel Tyler, Ver- 
non C. Cooke and Thomas A. Delany. 

The Ladies’ Auxiliary Committee 
which planned the program of enter- 
tainment consisted of Mrs. Maxwell P. 
Gaddis, Mrs. Horace R. Drinkwater, 
Mrs. Carl F. Danner, Mrs. Charles T. 
Cahill, Mrs. Fred J. Moynihan, Miss 
Helen M. Haney and Miss V. K. 
Cameron. 
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If your pattern maker cannot 
supply you with Coordinated 
Patterns, send your 4B mod- 
els to us and we will have them 
made for you. 


Ac. Als, Al Min lias. i, 


COORDINATED 
LASTS and PATTERNS 


vvvvvyv 
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Keep Them Fit 
With Shoes that FIT 


“Improper Fitting the Biggest Factor in Failure of Shoe 
Stores to Hold Patrons.” This important, yet often over- 
looked fact was very clearly brought out in a recent 
Boot and Shoe Recorder article entitled “Why Customers 
Leave Home”. A “Lost Customer” survey of the charge 
accounts of one store showed 28.8% of the nine reasons 
given for customer dissatisfaction were ill-fitting shoes. 












Better fitting shoes are now possible through the Coor- 
dinated Last and Pattern system because the variance 
that occurs on the smaller and larger sizes is overcome. 
The shoes are made over lasts of proportional measure- 
ments and are fitted not merely to 4B or model feet but 
to feet that measure from 2 to 8. Large and small shoes, 
therefore, fit quite as perfectly at the heel, throat and 
along the sides as the model 4B size. Shoes that fit 
well retain their original style lines considerably longer. 


UNITED LAST COMPANY ¢ BOSTON ¢ MASS. 
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Hallahan Stores Quit 


PHILADELPHIA—After having served 
the people of Philadelphia for three 
generations, Hallahan’s chain of family 
shoe stores has retired from business. 

Hallahan’s have sold millions of pairs 
of shoes since the first shop was opened 
by Peter T. Hallahan in 1870, Men’s, 
women’s and children’s footwear, priced 
from $4 to $10, were stocked. 

Stores were located at Broad and 
Erie Avenue, 115 South Twelfth 
Street, Fifty-second and Spruce Streets, 
and the “New Crystal Corner,” at Six- 
tieth and Chestnut Streets. 

The entire stock is being disposed of 
by Gimbel Bros. department store. 





Rubin Bros. Moving 


ZANESVILLE, OHIO—Announcement is 
made by the Zanesville Chamber of 
Commerce that Rubin Bros. Footwear, 
Inc., of Long Island City, has acquired 
‘the former plant of the Rotary Tire 
Co., located at Licking View, near 
Zanesville, which will be transformed 
into a modern shoe factory. The work 
of installing machinery has_ been 
started and it is expected to have the 
first unit in operation by the middle of 
January. At the start it is planned to 
employ about 200 persons and as em- 
ployees are trained the number will be 
increased to 400 or 500. 





To Show New Slipper Line 


New YorK—Best Ever Slipper Com- 
pany, 75 Front Street, Brooklyn, manu- 
facturers of Best Ever Slippers, have 
created a new line of Best Ever san- 
dals which will be offered to the retail 
trade within the next few weeks. This 
new line of sandals is distinguished by 
the Best Ever characteristic of quality 
and is made in many leather and fabric 
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They Want to Know Where to Buy 











RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 

In no case will the name and address of 
the merchant writing to us be given out. 
The RECORDER however will forward all 
letters and catalogs promptly to the in- 
quirers. Please refer to code identifying 
number. 


N 539. Moccasins suitable for snowshoeing. 


N 540. Leather and Satin Boudoir and 
Bridge slippers in turned sole pat- 
tern with heel, to retail at $1.95. 





————>—_>_—_{[_$_$ 


combinations. The pattern effects are 
said to be very unusual. High and low 
heels are considered of equal impor- 
tance in the new line. 





Shumaker’s to Quit 


MASSILLON, OHIO—Shumaker’s, a re- 
tail shoe store at 54 Lincoln Way, East, 
will discontinue business soon, it is an- 
nounced. Stock is now being sold and 
the location will be abandoned. 








N 541. Adjustable foot rests for shoe shin- 
ing stands. 

N 542. Medium priced cowboy boots. 

N 543. Combination ice-skates and shoes. 

N 544. Women’s stitchdown shoes costing 
around 90c. 

N 545. oo" welt shoes costing around 


N 546. Women’s slippers — A. Popular 
priced house slippers: B. Silver 
slippers. C. White satin slippers. 

N 547. Correspondence course in window 
trimming. (2.) 

N 548. Party starting a new Juvenile store 
wants—A. Complete lines of chil- 
dren’s, misses’, boys’ and youths’ 
shoes. B. Fixtures and furniture 
suitable for such a department.~C. 
Souvenirs, toys, etc. 

N 549. Jobs in rubber footwear. 

N 560. Displays all set up for windows. 

N 561. Ladies’ shoe trees. 

N 562. Metal window fixtures. 

N 563. Men’s black kid plain toe bal, re- 
tailing about $3.00. 

N 564. Men’s riding boots to retail about 
$10.00. 


N 566. An opening for a Chiropodist in a 
Pennsylvania town of 12,000. None 
there at present. 








Abish & Barry Incorporate 


PawTucKkET—Abish & Barry, shoe 
retailers here for several years, have 
recently incorporated as Abish & Bar- 
ry, Inc., with capital stock given at 
100 shares with no par value. Backers 
are Benjamin Abish, David M. Barry 
and William A. Toole. 
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FOR NURSES 
man AON QUIET 


62 Different Sizes 
AAA to D 


The only exclusive 
Goodyear Welt or- 
ganization in the St. 
Louis district. 


AURORA, 
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THE JUVENILE SHOE CORPORATION 


OF AMERICA 


In Stock 


WHITE OXFORD FOR NURSES 





MISSOURI 


45 


Style 400—White Elk 


White Darex Sole. 
914,/8 White Gristle Heel. 


80 Last. Medium Round Toe. 
Sizes—5/9 AAA to AA 
44/9 A and B 
3144/9 Cand D 
Price ....... .. $3.10 


Send for Our Complete Stock Catalog 


Our terms are 5/10 days, net 30 days. 
West of the Rockies and East of the Alle- 
ghany Mountains 5/20 days, net 40 days. 


See Our Display at N. S. R. A. Convention 


in Chicago, Jan. 4-5-6, Room 831, 


Palmer House 
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WHERE TO BUY 
Men’s Shoes 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 























EAST WEYMOUTH, MASS. U.S.A. 





MEN’S GOODYEAR WELTS 
Durable composition soles 


Other 
peer et e Styles In-Stock 
Ls 
eases—Sizes 6% to 8%4—6/9—6/10 
13 pair 


Price $1.60, 5%—80 
DEVOLDER BROS. 


206 Essex St., 
BOSTON 








“A MAN’S DECISION” Ky 
Men’s 
Fine 
= Old 

Boston—183 Essex Street B seckten, 
N. Y.—915-917 Marbridge Bldg. fase. 
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PP SHOE 
ror MEN 
©). cama (P) 
BROCKTON 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. ( 
MEN’S FINE SHOES EXCLUSIVELY 
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Kid Tanners Sponsor Design Contest 


New YorK—Desiring to inspire a 
new theme in footwear and accelerate 
the shoe business, the Kid Tanners of 
America have inaugurated a competi- 
tion to be known as National Shoe De- 
sign Contest. The contest is an expres- 
sion of the confidence of the kid in- 
dustry in the skill and ingenuity of 
American shoe manufacturers and de- 
signers. Its purpose is to achieve 
through the spirit of friendly competi- 
tion the creation of an original and 
practical design which will stimulate 
the public’s desire for shoes. 

The contest was arranged primarily 
for designers, but the corhmittee 
headed by James J. Lyons has decided 
to invite all the trade and artists, 
stylists and the general public to par- 
ticipate. Because of the similarity of 


The emblem at the 
left is being used by 
members of the Kid 
Tanners of America 
in advertising and 
promotional matter. 


styles to those of past seasons there is 
a feeling among trade leaders that a 
change in footwear’s basic design would 
be both desirable and advantageous. 
The versatility of kid, which is flatter- 
ing to the foot, and its extensive use 
in various types of women’s shoes—for 
general wear, spectator sports and 
tailored town, afternoon and evening— 
and in men’s shoes as well, gives con- 
testants much latitude. 

The prize list is attractive, ranging 
from $500 down to $10. First prize is 
$500 in gold; second, $250; third, $100, 
with four prizes of $25 each and five 
more of $10 each, making a total of 12 
prizes. 

Judges will include prominent shoe 
manufacturers and retailers and fash- 
ion editors of leading magazines. En- 
tries must be sent to Kid Tanners of 
America, 270 Madison Avenue, New 
York, not later than February 15. 





Ohio Meet Feb. 8 and 9 


CoLuMBuUs, OHIO—Secretary C. E. 
Dittmer of the Ohio Valley Retail Shoe 
Dealers’ Association announces the fix- 
ing of the annual convention of the 
association at the Deshler-Wallick Ho- 
tel, Columbus, February 8 and 9. It is 
planned to have at least two assembly 
sessions when a general heart-to-heart 
discussion of present-day retailer prob- 
lems will be held. 

Another feature of the convention 
will be the display of footwear by man- 
ufacturers and jobbers in rooms to be 
reserved on several floors in the main 





section of the hotel. The program for 




















DATES AHEAD 


Annual Convention, National Shoe Retailers’ 
Association, Chicago, January 4, 5 and 6, 1932. 

Annual Convention, National Shoe Travelers 
Association, Milwaukee, January 8 and 9, 1932. 

Boston Shoe Show, Hotel Statler, Boston, Jan- 
wary 11, 12 and 13, 1932. 

Middle Atlantic Shoe Retailers’ Association 
Convention, Hotel Adelphia, Philadelphia, Jan- 
wary 18, 19 and 20, 1932. 

Northwestern Shoe Retailers Association Con- 
vention, Hotel Saint Paul, St. Paul, Minn., Jan- 


| uary 18, 19 and 20, 1932. 


Joint Conventions of Texas and Oklahoma 
Shoe Retailers Association, and Southwestern 
Shoe Travelers’ Association, Adolphus Hotel, 
Dallas, January 24-27, 1932. 

Annual Convention and Style Show, Indiana 
Shoe Travelers Association, Claypool Hotel, In- 
dianapolis, February 1 and 2, 1932. 

Ohio Valley Shoe Retailers Association, Desh- 
—" Hotel, Columbus, Ohio, February 

and 9. 





the convention will be announced - 
shortly after the first of the year. 





John Irving Offices Moved 


BostoN—The John Irving Shoe Co., 
operating a chain of stores from Bos- 
ton to Washington, D. C., has moved 
its executive and buying headquarters 
from Hartford, Conn., to this city, 
leasing large quarters in the building 
at 210 Lincoln Street. 

In making this move the officers of 
the company were actuated by the be- 
lief that it will be to their advantage 
in several ways to be in the center of 
the shoe and leather industry. Buying 
problems are considerably simplified 
and the buying itself is speeded up. 
Also, shipping is simplified and econo- . 
mies are effected by reason of the fact 
that shoes can now be shipped from 
factory to headquarters and headquar- . 
ters to stores in more nearly a straight 
line than formerly. 

Officers and executives of the eom- 
pany who have moved here from Hart- 
ford include Joseph P. Levy, founder of 
the company and its present president 
and treasurer; H. E. Engelman, vice- 
president and general manager; Freda 
Gilstein, secretary; and E. A. Kallinich, 
advertising manager. Shoe buying is 
in charge of Mr. Engelman. Hosiery 
buying for the stores is done by Mr. 
Kallinich. 





To Re-Open Arnold Plant 


NortH ABINGTON, Mass.—Peter P. 
Shats, grain dealer, purchased the fac- 
tory formerly owned by the M. N. Ar- 
nold Company last week and announced 
plans for its reopening by January 1 
for the making of a general line of 
women’s shoes. The Arnold factory, 
which changed hands recently, is ideally 
located and partially equipped for the 
manufacture of shoes. 
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Now Possible with Visible Eveles ka 


Shoe designers, recognizing the ornamental possibilities of Visible eyelets, have 
created a variety of unique designs that are striking in their beauty and in their 
smartness. Eyelets offer that extra style touch that the better-dressed woman 
looks for in her footwear... they are novel and in perfect taste with the finest 
shoes. The development and perfection of the Invincible Fast Color Eyelet with 
its smooth, roll-back setting has made the Visible eyelet practical for decorative 
purposes ... made in colors that harmonize or contrast with 
every shade of leather or fabric. 


DIAMOND BRAND Visible FAST COLOR EYELETS 
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WHERE TO BUY 
Shoe Forms 
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| Zairy Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 





WHERE TO BUY 





Men’s and Women’s 
Slippers 





*) B. EVANS’ SON CO., Wakefield, HN ok) 








Men’s Hand Turned Slippers 
ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID — IN STOCK 


ROTH SHOE COMP. 
"MANUFACTURERS 
60 M. FOURTH ST. PHILADELPHIA 






















S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 


w. 











HORCO SLIPPERS are made better— 
and sell better—+th. 

en the market in the 
class. Semples on Request. 
VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 























PEPPING UP THE BACKGROUND 





This highly modernistic and attractive background served as a setting for the first 
retail showing of the mew popular priced “Marathon” line at the Davis Company’s 
store on State Street, Chicago, recently. 











» ABOUT PEOPLE ¢ 





Shoe Man Made City Manager 


AUBURN, N. Y.—William B. Patter- 
son, who for the past several years has 
been a partner in the firm of Knox & 
Knox, well-known shoe retailers of Au- 
burn, N. Y., will on Jan. 1 become city 
manager for that city, according to a 
recent announcement by Mayor-elect 
Kirk Bowen. 





Morrill Wins; Gleason Loses 


Boston, Mass.—Mayoralty elections 
in two Massachusetts cities resulted in 
one shoe manufacturer being elected 
mayor. In Newburyport a fast battle 
was staged by two shoe manufacturers 
for the city honors. Gayden W. Mor- 
rill defeated Andrew J. (Bossy) Gillis 
by a decisive vote. 

William L. Gleason, of the shoe 
manufacturing firm of Corcoran-Glea- 
son, was whipped by Horace C. Baker 
in the Brockton election. “Billy” Glea- 
son held the mayoralty reins a few 
years back and, being a seasoned cam- 
paigner, was first to congratulate. his 
opponent. 





Dickson With Muse 


ATLANTA—W. W. Dickson, formerly 
manager of the Peacock Shoe Shoppe, 
at 197 Peachtree Street, has been ap- 
pointed manager of the ladies’ shoe 
department for the George Muse Cloth- 
ing. Company, succeeding W. L. Lowe, 
who recently resigned. Mr. Dickson re- 
turns to the Muse company after an ab- 
sence of two years, having been pre- 
viously connected with that department 
for a period of ten years. 
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R. Lasky at Kline’s 


Kansas City, Mo.—R. Lasky, for- 
merly with the I. H. Weil store in Dal- 
las, Texas, is now manager of the 
downstairs shoe department of Kline’s. 

Dick Thornton was formerly man- 
ager of the Main Street mezzanine shoe 
department and of the downstairs shoe 
department of Kline’s. Increasing busi- 
ness has caused him to devote all of his 
attention to the management of the 
mezzanine shop, turning the manage- 
ment and buying of the downstairs 
shoe shop over to Mr. Lasky. 





George W. Crouse to Retire 


CLEVELAND—George W. Crouse, who 
has been in the retail shoe business for 
44 years, is closing out his store at 
1725 West Twenty-fifth Street and will 
retire. He is conducting a closing-out 
sale at the present time. 

Mr. Crouse’s long acquaintance list 
of traveling men will regret to hear of 
his discontinuance. Mr. Crouse was 
one of the higher type merchants and 
a central figure in the West Twenty- 
fifth Street shopping section. 





Silver With Davis & Co. 


ATLANTA — Morris A. Silver, well- 
known Atlanta shoe man, has been ap- 
pointed manager of the shoe depart- 
ment for R. H. Davis & Company, at 
199 Peachtree Street. In his new con- 
nection Mr. Silver will feature Jacque- 
lin Shoes, it is announced, in a wide 
variety of styles and finishes, and one 
of the smartest shoe departments in 
town will be maintained. 
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ENTERTAINS ’EM 


Meas 


It's like sheep getting in the meadow--- 














e--and cows getting in the corn—- 





---to buy, Muse Shoes 


made of 
MARTIN'S IMPORTED SCOTCH GRAIN 
|] LEATHERS 
|. SNARE 


«§ 


You've bought great $6 
shoes at Muse's for years 
and years, but never such 








thers + made ex- 
clusively in Glascow, 
Scotland, it has been nec- 
essarily confined to top- 
price footwear To get 
it in Muse’s $6 Bards is 
wind-fall' 














These two styles and several more—tn choice of beck or ten 


s 
GeorGE Muse & 
CLOTHING Co. sss 
Peagghtree :: Walton :: Bread . 
**THE STYLE CENTER OF THE SOUTH 
a ea 
Frank Stanton, advertising manager of Muse’s, 
says that people want to be amused when read- 
ing advertising. A part of this he attributes to 
the linking of amusement and advertising over 
the radio, and a part of the desire to get away 
from the talk and thoughts of depression. Ac- 
cordingly he is putting some comedy into the 
ads, as evidenced by the sample above 

















Helen Garvey Now Dep’t Manager 


Los ANGELES—Miss Helen Garvey, 
associated with the May Company shoe 
department for a number of years with 
J. H. Ferguson, shoe buyer, has re- 
cently taken over the management. of 
the children’s shoe department in that 
store. 


Maupin in New Post 


Los ANGELES—Louis Maupin, for- 
merly manager and buyer for the up- 
stairs shoe departments at the Broad- 
way, Los Angeles, for men, women and 


children, has recently succeeded Earl . 


Alexander as manager of the shoe de- 
partment at the J. W. Robinson De- 
partment Store. 
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Macht Resigns from Charles Stores 


New YorK—Jack Macht, for the past 
eight years buyer and merchandiser of 
shoes for the Charles Stores Co., Inc., 
of New York, operators of 31 depart- 
ment stores in various parts of the 
country, has announced his resignation, 
effective Jan. 1. Mr. Macht is forming 
his own sales organization, which will 
sell the entire output of several fac- 
tories in shoes, as well as other mer- 
chandise.. He will announce his definite 
plans between now and the end of the 
year. 





Pollock to Give Away Shoes 


ASHEVILLE, N. C.—Following a cus- 
tom of nineteen years’ standing, L. H. 
Pollock, owner of Pollock’s Shoe Store 
in Asheville, announced on Thanksgiv- 
ing Day that he would present 100 
pairs of shoes to 100 poor children in 
the city on Christmas morning. The 
shoes will be claimed by the children 
by means of cards distributed by lead- 
ing charitable organizations. Mr. Pol- 
lock has made this announcement an- 
nually on Thanksgiving Day for nine- 
teen years. Robert Persky of Asheville 
will distribute 100 pairs of stockings 
to go with the Pollock’s store gifts. 





Watson With Curtis Shoe Co. 


MARLBORO, MAsS.—Theodore Watson, 
for many years associated with several 
leading factories in Brockton and vicin- 
ity, has become identified with the Cur- 
tis Shoe Company, Marlboro, in an ex- 
ecutive capacity. While no definite 
announcement has been made as to his 
new duties, it is understood he will be- 
come active in uhe well known Curtis 
Arch-Ease line. He recently resigned 
from the Milford Shoe Company. 





Homer Selby Broadcasts 


PORTSMOUTH, On10o—Homer Selby, 
vice-president of the Selby Shoe Com- 
pany, spoke over Station WAIU at 
Columbus, December 6, to aid the an- 
nual campaign for the sale of health 
stamps. His subject was “Tuberculosis 
Is Never Unemployed.” Mr. Selby is 
president of the Ohio Council of 
Churches and has taken a prominent 
part in charitable and church work for 
a number of years. 





Rubin Named Superintendent 


BrockTtON—Emanuel H. Rubin, son 
of Superintendent Henry S. Rubin of 
the Diamond Shoe Company’s Brockton 
factory, has been named superinten- 
dent of the recently formed New Eng- 
land Shoe Company at Manchester, 
N. H., the latest factory to be opened 
by the Diamond Shoe Company. Mr. 
Rubin, a graduate of Harvard Univer- 
sity, has been assistant to his father 
at the Brockton plant of the Diamond 
Shoe Company for the past 10 years. 
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WHERE TO BUY 


Children’s Footwear 
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SHOES 


Finest Quality Children’s Shoes 


ly since 1892 





Manuf: ed 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 
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ASS 


CHILDRENS 


FOOTWEAR 
IN STOCK 












ns 
LSH.BASS & CO. LL Main St. WILTON, MAINE } 








MRS. ve IDEAL BABY 


SHOE CO. 
Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 














Children’s Fine » Goodyear Welt Shoes 


THE GILBERT ” SHOE co. 
THIENSVILLE, 
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WHERE TO BUY 


Vamp Easers 


ll a lh ial 


Vamp }:zers 





attractive packages, on one display card, $1.60. 
Address The Pats Co., Danbury, Conn. 
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WHERE TO BUY 
Ballet Slippers 





BALLET SLIPPERS 





Wom. iss Chil. 
$1.40 $1.35 $1.30 
1.2% i. 


CHICAGO FOOTWEAR 
COMPANY 
325 W. Monree Chicago, ttl. 















HARD TOE DANCING SaIRPERS 


y Pink, whit, 

Black S $260 
Black xia PAIR 
Sizes: v5, Ghilas te 8 eittion 


Send. iF Catalog ‘a 
Agency Proposition 

BEN & SALLY THEATRICAL FOOTWEAR, Inc. 

244 West 42nd St., New York, N. Y. 











In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 

















BLACK KID BALLET SLIPPERS 
MADE ON RIGHT AND LEFT LASTS 


Wom. Miss. Childs 

Style No. 600. es 35 $1.30 od 25 
Style No. 609.. 1.20 1.15 1.10 
Coast Prices Slightly Higher 
Brooks Shoe Mfg.Co. 

Philadelphia 

Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St. 







IN 
STOCK 








WHERE TO BUY 


Women’s Shoes 








FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














Wetherby Initiates Radio Program 


Los ANGELES—Initiated by Henry 
Wetherby, manager of the Wetherby- 
Kayser Flower Street shoe store, a co- 
operative radio program of institu- 
tional advertising is being sponsored 
by Flower Street merchants over KFI 
radio station, Los Angeles. Entirely 
of the prestige type, the broadcasts 
appear in a “Now and Then” program 
featuring old-time events in Los An- 
geles with music appropriate for the 
occasion. One program, for example, 
was built around the organization of 
one of Los Angeles’ oldest and most 
important women’s clubs; another 
around “The Bachelors,” an exclusive 
men’s club. Radio listeners are invited 
to send in their reminiscences of pio- 
neer days with a view to their adap- 
tation for a radio program. 

The schedule includes these “Now 
and Then” broadcasts from 10.15 to 
10.30 p. m. Tuesdays, Wednesdays, 
Thursdays and Fridays, over a three 
months’ period. Only one retail store 
is highlighted in a broadcast and ref- 
erence is made to Flower Street as an 
exclusive downtown shopping street. 

Back of this united plan is the idea 
of stimulating interest in Flower Street 
as a high-class shopping area, making 
it as outstanding as the newly created 
uptown Wilshire Boulevard shopping 
district. Wilshire Boulevard cuts 
through an especially desirable resi- 
dential area and a number of down- 
town stores have established branches 
on that street. Included among the re- 
tail stores cooperating in this move- 
ment to publicize Flower Street are: 
Barker Bros., pioneer housefurnishings 
establishment; Parmelee - Dohrmann, 
Meyer-Siegel, Le Mode Shoes, and a 
number of smaller shops, in addition 
to the Wetherby-Kayser shoe store. 





Wilson Joins Mutual 


New YorkK—Bertram F. Wilson, for 
nine years shoe buyer and merchan- 
diser for the Associated Merchandising 
Corporation, affiliated with the Retail 
Research Association, has resigned his 
connections with that organization and 
on Jan. 1 will assume the position of 
buyer and merchandiser for the four 
shoe departments in the B. F. Schlesin- 
ger Pacific Coast stores, and also will 
act as New York representative for the 
shoe departments of other stores op- 
erating through the Mutual Buying 
Syndicate. 

The four Schlesinger stores are the 
City of Paris, San Francisco; Olds, 
Wortman & King, Portland; Rhodes 
Brothers, Tacoma, and B. F. Schlesin- 
ger & Son, Oakland. 


H. A. Weiss Opens Store 


Los ANGELES—Catering to the entire 
family, H. A. Weiss, formerly in the 
shoe business in Los Angeles and Al- 
hambra, recently opened a shoe store at 
5204 Whittier Boulevard in the metro- 
politan district of the city. 





Heiberger to Quit 

Easton, Pa.—Wesley M. Heiberger, 
who for many years conducted Hei- 
berger’s Shoe Store, one of the largest 
stores in Easton, is to go out of busi- 
ness. Mr. Heiberger was_ recently 
elected city treasurer of Easton and 
he is selling out his stock so that he 
can give all his time to his new duties. 

Heiberger’s handled such shoes as 
Walkovers, Florsheims, Arch Preserv- 
ers and Nettletons. 


OBITUARY 
SER EE 


Robert T. Hayes 


St. JOHN, N. B.—After an illness of 
five months, Robert T. Hayes died at 
his home in St. John, December 3. For 
45 years he had been active in the foot- 
wear field as a wholesaler, manufac- 
turers’ agent, distributor and manu- 
facturer. 

He was born July 1, 1864, at Bide- 
ford, P. E. I. In 1884, he moved to 
St. John, N. B., and took a job with the 
late J. M. Humphrey, a wholesaler in 
boots and shoes. Young Hayes was as- 
signed to work in the shipping room. 
Ten years later, Mr. Humphey died, 
and his sons, Percy and the late Frank 
Humphrey, took Mr. Hayes into part- 
nership, under the firm name of J. M. 
Humphrey & Company. Mr. Hayes be- 
came secretary of the firm. 

Under the direction of Mr. Hayes, 
the firm started manufacturing dress 
shoes for men and boys. Later, Mr. 
Hayes bought out his partners and be- 
came president and manager of the 
company. 

Two years ago, Mr. Hayes retired 
from business, and discontinued the 
firm of J. M. Humphrey & Company. 
From 1908 to 1912 he was an alder- 
man, and from 1916 to 1920 he was 
mayor of St. John. In 1920, he was 
elected to the New Brunswick legisla- 
ture and was defeated for reelection in 
1925. 

Surviving are the widow, deine sons, 
four daughters, one brother and three 
sisters. Ralph S., oldest son, was in 
business with his father for many 
years but is now a resident of Toronto. 
One daughter lives in Quebec City and 
another in Charlottetown, P. E. I. 





Frederick Himmelein 


CAMDEN, N. J.—Frederick Himme- 
lein, Jr., president of Himmelein & 
Railey, Inc., leather manufacturers, 
died in the Bellevue Hospital here fol- 
lowing an operation. He was 65 years 
old and was the founder of the Camden 
Rotary Club. His widow, two daugh- 
ters and a son survive. 





C. G. Wagner 


OAKLAND, CAL.—Clarence G. Wag- 
ner, long identified with the retail shoe 
business of the San Francisco Bay re- 





gion, recently passed away. 
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>» ON THE SELLING END « 


News of the Travelers and Sales Activities 








Extend Propr-Bilt Activities 


F. R. Morris, 
who _ supervises 
eastern sales and 
educational work 
in connection with 
the Propr-Bilt line 
of children’s shoes 
made by the O’Don- 
nell Shoe Corpora- 
tion, of St. Paul, 
Minn., spent sev- 
eral days in New » 
York last week, 
and while here an- 
nounced the ap- 
pointment of Jack 
Bolen, formerly with the Scholl Mfg. 
Co., traveling out of New York City, 
as New York and New England sales 
representative. He will have head- 
quarters in the Marbridge Building, 
and he is now located at 166 E. Ninety- 
sixth Street. 

Mr. Morris said that all of the Propr- 
Bilt salesmen are now on their terri- 
tories with the new line, having re- 
cently concluded a most successful sea- 
son that showed a substantial increase 
in pair sales. 

The activities of the company have 
been materially extended, Mr. Morris 
stated, in connection with dealer co- 
operation on the Propr-Bilt line. Not 
only has the cooperation with physi- 
cians and surgeons, which has proved 
most helpful, been extended in various 
ways, but there has been inaugurated 
an extensive program of school work, 
consisting of cooperation with school 
nurses, parent-teachers’ associations 
and demonstrations featuring a motion 
picture film made in a famous foot 
clinie. 

Mr. Morris is looking forward to fur- 
ther improvement of business in chil- 
dren’s shoes during the coming season 
as a result of educational work of this 
nature, reinforced with effective adver- 
tising. 


f 





F. R. MORRIS 


Douglas With Nu-Matic 


George C. Douglas, who was a pio- 
neer in using an automobile to cover 
his territory in Michigan, and who has 
a host of friends in the shoe trade, 
especially in Michigan, which has been 
his territory for more than 30 years, 
has, since joining the sales force of the 
Nu-Matic Shoe Company, Milwaukee, 
Wis., during the past season, been so 
successful that he is being offered addi- 
tional territory. 
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Frank King with Boyd-Welsh 


St. Louis—Frank B. King, one of 
the best known traveling shoe salesmen 
in the country, has become associated 
with the Boyd-Welsh Shoe Company of 
this city and will represent that con- 
cern in the territory east of Cleveland. 

Mr. King is showing his new line at 
the Hotel McAlpin, New York, this 
week. 





Central’s Convention Dec. 21-23 


St. Lours—Central Shoe Company’s 
sales force of approximately 150 men 
will be in St. Louis December 21, 22 
and 23 for their annual convention, 
which will be held at the Statler Hotel. 

This company originally located in 
Kansas City, moved to St. Louis in 
1919 and has become an important fac- 
tor in the manufacture and distribu- 
tion of footwear throughout the coun- 
try from New York City to the Pacific 
Coast. The company manufactures and 
distributes a complete general line of 
footwear for men, women and children 
in the popular price ranges. Its juve- 
nile line, merchandised under the trade 
name “Robin Hood,” is now one of the 
best known lines of footwear made in 
the United States. The majority of 
these shoes are made under a new pat- 
ented process known as “Aktivator,” 
which is exclusive with this company. 
The same built-in features are also in- 
corporated in shoes for men and women. 

The company has been one of the 
licensed distributors of the Official Girl 
Scout Shoe for the past several months, 
and has recently been licensed to make 
and distribute Official Boy Scout Shoes 
as well. 

They also will introduce for Spring 
a wide variety of pattern shoes for 
men and women, boys and girls, known 
as “Sun Ray” and “Air Cool.” This is 
something new in the footwear world— 
a ventilated, yet highly styled product, 
which insures extreme comfort during 
the warm seasons of the year. 

W. E. Tarlton, president of the com- 
pany, states that with prices down to 
1914 or 1915 basis, and with the much 
improved product made possible since 
that time by more modern machinery 
and efficient methods, the entire sales 
force views the coming season with 
considerable optimism. Their lines will 
be offered beginning Monday, Decem- 
ber 28. 





Fenix in West Virginia 

WHEELING, W. VA.—The Fenix Shoe 
Stores, Inc., of Delaware, will operate 
in West Virginia and will shortly open 
a store here. The corporation has been 
granted permission to operate in the 
State by the Secretary of State. 
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WHERE TO BUY 
Spats 





WA A NYY NY 


BOND STREET 
Apats 


powerful radio advertising 
over a Columbia Broad- 
casting System network— 
Supported by strong mer- 
chandising helps, attrac- 
tive packages, etc. Immediate delivery from stock. 
Write for samples. 
THE WILLIAMS MFG. — 
Portsmouth, Ohio, U. S. 





WHERE TO BUY 


Bowling Shoes 


a 8 Fe 








BOWLING SHOES 





Style No. 265 
In-Stock a 

ight 

Rubber sole and 
rubber hi 
Left Foot— 

Buckskin sole and 
aes heel 


a SHOE MFG. COMPANY 
Ritner Streets, Pritadetphia, Pa. 














WHERE TO BUY 


Dancing Sandals 


we el 


* 





GRECIAN 
DANCING 
SANDAL 


* KENDALL’S 


For Aesthetic 
Dancing 


IN STOCK 
BLACK WHITE 


GREY FAUN 
BLUE GREEN 
RED 



















Price $.75 


WHOLE 
SIZES 
ONLY 


Sizes 6 childs’ 

to 10 women’s 
a for Otroular 

= DEPT. C. 











* KENDALL SHOE COMPANY¢s * 


HAVERHILL, MASS. 











To Prevent Confusion 


PROVIDENCE, R. I.—The Sterling Shoe 
Company of this city states that there 
is no connection between the local firm 
and the Sterling Shoe Corporation of 
Buffalo, which recently was placed in 
the hands of a receiver. The local com- 
pany operates stores only in New Eng- 
land. 





POP BRIO SM 


=) 


E 
£ 


4 





CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


oe e . . 

















SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 








WELL KNOWN 
MANUFACTURER wesre 
GOOD BUCKLE AN 
ORNAMENT SK LEGMEN 
for the following territories: New Eng- 
, Rochester, St. Louis, Philadelphia, 
Chicago, to call on both wauufacturer 
and retail trade. Salary or Sie gerne 
Address C-739, care Boo nd 
Shoe Recorder, 230 West 39th 





St., New York. 








SIDE LINE INFANTS’ PREWELTS 
AVAILABLE for men with established wake. 


tock ition. Liberal commission. 
aie tense Adisoms C304, core Bost 6 
ot i. a 239 West 39th Street, New 
ork, N. 





SALESMAN wanted to carry side line In- 
fants’ Prewelts. Reply with references. 
dress C-679, care Boot & Shoe Ds 239 
West 39th ‘Street, New York, = 





ALESMEN wanted to carry a complete line 
of quality work shoes and high tops. Old 
establis *. we ae ropatar pt prices. Straight 
commission basis O. Plenty of good ter- 
ritory open. Address C-719, care Boot & Shoe 
eoceder, 2 209 South State St., Chicago, Illinois. 





Large St. Louis wholesaler of Women’s In- 
Stock footwear will distribute fast line of nov- 
elty shoes to retail at $2.00. CALIFORNIA, 
IOWA, INDIANA, KENTUCKY and TEN- 
NESSEE, MICHIGAN, PENNSYLVANIA, 
TEXAS, and other excellent territories o 

Strictly commissions proposition; can be 

dled as side line. This is real money making 
opportunity. When applying state road selling 
experience. Address C-732, care Boot & Shoe 
re 239 West 39th Street, New York, 





XPERIENCED SALESMAN for popular 

priced high grade novelty turns. Strictly 
commission hasis. Factory producing 500 to 
600 prs. daily Reference required. Address 
C-729, care Boot & Shoe Recorder. 239 West 
39th Street, New York, N. Y. 





COMMISSION SALESMEN calling on better 
class shoe stores in Western Virginia, North 
and South Carolina, to carry short line of new 
style Galoshes of well known brand. Address 
C-736, care Boot & Shoe Recorder, 239 West 
39th Street, New York, + 


ALESMEN: Men covering the middle, west- 

ern and southern states to carry, as a side 
line, a few boots which will not conflict. Na- 
tionally known and advertised. Write, giving 
the state or states you cover and we will com- 
municate with you. All letters will be treated 
confidentially. Address C-735, care Boot & 
a Recorder, 140 Federal Street, Boston, 
Mass. 





FOR SALE 





SHOE STORE FOR SALE—Women’s and 
children’s shoes. 5th Ave., Brooklyn. Good 
location. Address C-738, care Boot & Shoe 
5 gl 239 West 39th Street, New York, 





FOR SALE 


SHOE STORE, Lease and Fixtures. Old 
established business doing over a_hun- 
dred thousand dollars a year. HUEAKT 
OF BUSINESS DISTRICT OF KANSAS 
CITY, MISSOURI. $35,000 stock. All 
this season’s merchandise. 
Answers to—H. E. Webb 
eare of — Avenue Noe 14th and Grand 
Kansas City, Missouri 











SHOE STORE, ladies’ long established. Heart 
of Brooklyn transit business sectior Clos- 
ing seven o’clock. Reasonable rent, Must sell 
at once, with or without stock. Call JErome 
7-3473, mornings or evenings. 





SPACE WANTED 





HOE STORE—Good location—-or department 

space for ladies’ novelty shoes. Address 
C-728, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





EXECUTIVE WANTED 





F.XECUTIV ES—If you are capable of earn- 
ing $5,000 or more, write us at once. Our 
personal and confidential service quickly lo- 
cates suitable openings. f you can qualify 
for responsible position, write today for com- 
plete details. MURRAY E. HILL, 314 Com- 
merce Building, Nashville, Tennessee. 


SALESMAN, with good following in trade, 
selling high priced shoes — would like to 
hear from manufacturers. Prefer Welts both 
style and orthopedic. Willing to take line on 
commission basis. Territory: Greater New 
York, New —y! and Connecticut. Address 
C751; care t & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





SALESMAN Large following with buyers 
for Chain Shoe Stores, Department Stores, 
Dollar Stores, Chain Hat and Haberdashery 
Stores, Shoe Findings Jobbers in New York 
and out-of-town desires good substantial con- 
nections. Address C-730, care Boot & Shoe 
yraew. 239 West 39th Street, New York, 





MANUFACTURERS’ line wanted by a sales- 
man with department store, chain and re- 
tail following in Westchester County, Long 
Island and Greater New York. Fourteen years’ 
experience, unquestionable reference, outstand- 
ing sales record. THOMAS F. KENNEY, 
i” - Street, Belle Harbor, Long Island, 





WAtt? & for Texas territory manufacturing 
line of Women’s Novelties to retail for 
$4.00, have good following, finance self, must 
gk snappy styles. Address C-726, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





LINE WANTED for New York City and 

vicinity. Have been covering territory six 
years, for reputable firm, with general line of 
shoes. Well established trade. Address C-725, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





POSITION WANTED 





CREDIT MANAGER OR ASSISTANT— 
Female. Thoroughly experienced in domestic 
and foreign credits and collections, also expert 
—- Collection work considered un- 
equalled. Desires connection owing —— 
present firm. High class references. 

C723. care Boot & age 5 Recorder, 239 West 
39th Street, New York, N. Y. 





As REPRESENTATIVE of Ladies’ Shoe 
Line; connected over ten years with high 
ara manufacturer, excellent reference. New 
ork connection preferred. Address C-714, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents word for all undisplayed advertisements. 
1a whee * -, For yl — classified advertisements the cote = = west 

en a box number is desired twelve words should be added f cases 
ee al dhe ce ee eee ou added for the address. In all other each 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&@ Advertisements for this page must be in our New York office on Friday of the week preceding publication. Wa 


rate is 7 cents per word. Minimum charge 
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POSITION WANTED 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 











Are you satisfied with 
the efficiency of your 
instock department? 


Are you turning your stock at 
least 6 times a year? Is your 
stock department a real profit- 
maker or a “just breaking even’’ 
customer service? 


I know a young man who has made 
a life study of scientifically con- 
ducting factory stock departments. 
He hays devised an original system 
of stock control that makes for 
safety of investment, promptness 
of delivery and satisfactory turn- 
over, in proportion to the produc- 
tion gearing of the factory. 

He is now available either for con- 
ducting or systematizing your 
stock department and can furnish 
most satisfactory references. 


Address C-733, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 











EXECUTIVE as manager — buyer — window 

dresser—16 years’ experience. Prefer New 
York or New Jersey. Address C-727, care 
Boot & Shoe Recorder, 239 W. 39th St., New 
York, N. Y. 





TWELVE YEARS’ experience selling such 

lines as I. Miller, Laird Schober, J. & K., 
Nunn-Bush, Bostonians, and Flexies in chil- 
dren’s, plus the best of references from the 
few firms whom I have been associated with, 
should be introduction enough to any concern 
who can use the services of shoe fitter, 27 years 
old. Am more interested in the right connec- 
tion than the immediate wage. Will go any- 
where, but would prefer the Pacific Coast. 
STANLEY WELTMER, 191 Dingess St., 
Logan, W. Va. 





POSITION WANTED, as manager of shoe 

store or shoe department. Over 15 years 
as buyer and manager of departments. Qual- 
ified to hold responsible sition. Have good 
health, am married, can furnish best of refer- 
ences. Connection in Oklahoma or adjoining 
states preferred. Address C-734, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SALESMAN—Experienced road man, college 

education; highest references; N. Y. terri- 
tory preferred, good following. Address C-737, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y 





BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINBSS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system o 
foot correction; readily learned by any 
one at home in a few weeks, Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal ——— or goods to buy; no ncy 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








MERCHANTS’ NEEDS 








POSTER @ DEUTSCH 


486 Grand St., New York City 
Phone Dry Deck 4-0352 


— BUY FOR CASH — 
entire or surplus stocks of 


SHOEBS—DEPT. STORES 
Leases assumed Transactions confidential 








ill pay the best price for 
p< b— By m4 entire stocks of shces, 
general merchandise or department 
stores. Leases assumed. i 
Phone - Write - Call 
All matters strictly confidential. 


I. SIMON CO. 
101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 


é 
Citoine ‘Act 












\\, Here's a service 
, you cannot offord — 
to do without. 
Waite us for detoil- 
ed information 


Mandel Engzaving Co. 


udioa* “isaysss 














HIGHEST CASH PRICES 
PAID 

fer shee stocks, slow sellers, ete. Short time 

foeeds taken 


Transactions confidentia’ 
Est. 1890 


MAX GLAUBERG 
837 Church St., New York City 
Phone: Canal. 6-2633 





RECORDER 
Window Display 
CARDS 
for DECEMBER 











If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 


f ical comment: “We find 
bans ‘card p.- — very valuable and in- 
dispensable.” 


























Everything for Your Windows 


Homelike in service, 
appointments and lo- 
cation... away from 


noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 


Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 








Full shake : 
wear. 


Colorful, Artistic 
14 Different Texts 
to Select from 
Cards 7 x 12—3 colors . 
Price Tickets Included 
Special Introductory Service 


3 cards, with blank tickets 
without card holders....$1.50 


per month 
6 Card Service............ $3.00 
8 Card Service............ 4.00 
12 Card Service............ 5.00 


Card Holders Supplied 















Puteniette Diswieys and — Samples sent on request. 
Paintings, Settings, Scones, "Velour" Papers BRETTON HALL Merchants Service Dept. 
puting, Fell, Filters. Valances, Draping Materia BROADWAY at 86th ST. BOOT & SHOE 1 RECORDER 
a! . jats. Send for Fancy Paper let. Price ———— NEW YORK SSS ep ic ° 








Chicago, Ill. 





DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 
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Trends on Fifth Avenue 
{CONTINUED FROM PAGE 28] 


now available for the consumer to wear 
and buy is not attuned with these color- 
ings. It is much wiser to show south- 
ern wear before the season than it is 
late Spring and Summer types, as the 
clothing that is to be worn with those 
shoes is not even in the work rooms and 
the customer who knows nothing of 
what is coming cannot visualize the 
color combinations. Because of the 
ribbed and roughed sports and knit 
wear, which is available for Palm 
Beach and resort wear, morocco buck 
suede and elk are being made in sports 
type footwear. Much interest is also 
shown in service artillery or reversible 
suede. 

Many of these shoes carry the rubber 
and felt sole dyed to match the upper. 
Gabardine with patent trims are being 
shown for a between season shoe in 
medium heel types. It is very notice- 
able how the smartest women, as well 
as the business girl, are wearing and 
liking medium heels. The style of 
heels and back line contours are now so 
cleverly fashioned that the regulation 
14/8 looks much higher. Some bench 
lines are readjusting patterns that 
were good sellers last season, and 
with the taking out of one line or ad- 
justing a newer one the base shoe re- 
mains the same. 

There is, however, a recent adjust- 
ment in sandal patterns, in higher 
grades; that is to say, that the pat- 
terns are closing in 





Middle Atlantic Meeting Plans 
[CONTINUED FROM PAGE 32] 


2. To develop good fellowship. 

3. To personally contact about 1000 
successful shoe buyers. 

4. To exchange helpful and profitable 
merchandizing ideas. 

5. To emphasize faith in your own 

game. 

6. To express appreciation for busi- 

ness from our territory. 

. To give confidence to shoe buyers. 

. To create good will so essential to 

good business. 

9. To satisfy customers and prospec- 
tive buyers in the merits of your 
line regarding style, workmanship, 
quality and price. 

10. To have a part in our educational 
program to encourage retailers to 
become more efficient merchants and 
better credit risks for manufac- 
turers and wholesalers. 

11. To have a part in returning pros- 
perity to the shoe business. 

12. To personally contact more shoe 
buyers per convention dollar in- 
vested than at any other gathering. 

13. To get the best advertising medium 
at minimum cost. 

14. To recognize that successful shoe 
buyers in their business dealings 
always accept the man first and 
then the merchandise. 

15.TO GET NEW BUSINESS— 
COME GET IT! 
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New York Central Special 


NEw YorK—The New York Central 
Railroad announces a special section of 
the Twentieth Century Limited, to be 
known as the “Shoe Men’s Special,” 
which will leave New York, Saturday, 
January 2, 1932, at 2:45 p. m. Stand- 
ard time, arriving in Chicago at 9:45 
a. m., Sunday, Central time. 

The same rates will apply to this 
train that apply to the Twentieth Cen- 
tury Limited, but half fare can be ob- 
tained for the return trip by presenting 
a convention certificate, obtainable 
when the original ticket is purchased, 
for validation at the N.S.R.A. conven- 
tion. 

The special section will consist of 
modern equipment, with de luxe lounge 
and observation cars, dining cars, open 
section, single room, compartment and 
drawing room cars. 

Return tickets can be used at any 
time within 30 days of the purchase of 
the original ticket from New York to 
Chicago. 

Reservations for this special train 
are under the direction of Robert 
Thorne, city passenger agent for the 
New York Central Railroad in New 
York. 


Pennsylvania Special 


New YorkK—The Pennsylvania Rail- 
road is arranging special cars or a spe- 
cial section of the Broadway Limited, 
leaving New York on Saturday, Janu- 
ary 2, 3 p. m. Eastern time, and arriv- 
ing at Chicago at 10 a. m. Central time, 
to carry New Yorkers to the N.S.R.A. 
convention in Chicago, January 3, 4 
and 5. 

De luxe equipment, such as obtains 
on the regular Broadway Limited, will 
be available. The reduced convention 
rate authorized for the N.S.R.A. will 
obtain. 

With one-way tickets to Chicago a 
certificate will be issued on request; 
validated certificates, contingent upon 
the minimum of 100, will be worth half 
the return fare if presented for a ticket 
not later than January 9. 

Special cars or a special section of 
the Duquesne, leaving the Broad Street 
Station, Philadelphia, at 2:15 p. m. and 
arriving in Chicago at 9 a. m., also will 
be run for convention visitors. 

The Pennsylvania also announces the 
authorization of the fare and a half 
rate, under convention validation con- 
ditions, for the Middle Atlantic Shoe 
Retailers Association’s convention in 
Philadelphia in January. 





New Children’s Shoe Shop 


Los ANGELES—A children’s shoe shop 
with Isabelle Crum, well-known shoe 
woman, in charge has recently been 
opened at 1103 Glendon Avenue, West- 
wood Hills. The shop is distinctively 
decorated for juvenile trade and fea- 
tures shoes for the collegiate as well 
as orthopedic lasts. 
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Special Train to Chicago 
Via Niagara Falls 


CuHIcAGO—Through casual mention 
recently by one of a group of shoe men, 
the fact was established that many in 
the trade who regularly make several 
trips each year out toward Chicago 
and the Far West have never stopped 
off to view one of America’s greatest 
scenic wonders—Niagara Falls. Some- 
one suggested that Harry B. Tove 
ought to be asked to make some ar- 
rangement when, and if, he directed 
another special train to the Chicago 
Convention of the National Shoe Re- 
tailers’ Association, whereby adequate 
stopover at Niagara would be afforded 
the crowd who usually make up the 
special train guests. 

As a result of these suggestions, a 
special train, to be known as the “Tove 
Shoe Special to Chicago” will leave the 
Pennsylvania Terminal, at Seventh 
Avenue and Thirty-third Street, New 
York City, just after noon, on Satur- 
day, Jan. 2, 12.25 p. m. The equip- 
ment will be all-steel Pullmans, com- 
prising one club car, one or two diners 
(as needed) six 12-section cars, two 
compartment and drawing-room cars, 
and an observation car. 

Only lowers will be sold, thereby giv- 
ing the occupant of each berth undis- 
turbed comfort and freedom in travel. 

A special table d’héte menu offered 
by the Lehigh Valley will be included, 
without any cost to guests on this 
train. This means that those wishing 
to have lunch immediately on boarding 
the train at New York may do so. In 
addition, dinner at night and break- 
fast next morning will be on the same 
basis, namely, without cost to the trav- 
elers, excepting customary tips for 
service. 

On arrival at Nigara Falls, at night, 
special accommodations have been pre- 
pared whereby the entire train’s pass- 
engers will be taken to the Canadian 
side of the Falls, making possible re- 
markable views of the scenie spectacle 
at night with flood light illumination. 
The party will then stop for buffet re- 
freshments at the General Brock Hotel 
in Ontario; likewise without any extra 
cost. 

After midnight the train will depart 
over the Canadian National, passing 
through Ontario thence under the De- 
troit River at Port Huron, Mich., and 
the thriving automobile cities of Flint, 
Battle-Creek and South Bend, entering 
Chicago in the early afternoon, on Sun- 
day, Jan. 3, through the Dearborn 
Station. 

The arrival in Chicago will permit 
travelers to reach their hotel in time to 
register, clean up and have a bite, be- 
fore unpacking and getting their sam- 
ples displayed properly. Ample time 
will still be at their disposal on Sunday 
evening to visit around and greet 
friends from other cities. 


Tanna 
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BUSINESS CHANGES 


ARKANSAS—Blytheville—Isaacs Dry 
Co., Inc., boots, shoes, etc.; inc. pe Be 
capital $50,000. 

CONNECTICUT—Hartford—John Irving Shoe 
Co., Inc.; headquarters removed to 210 Lincoln 
St., Boston, Mass. 

Wilson Shoes, Inc. ; ‘~~ removed to 
210 Lincoln St., Boston, Mass. 

MASSACHUSETTS—Boston—Broadway Shoe 
sad manufacturers; business certificate filed by 

er n. 
Kap’s Men’s Shop, Inc.; boots, shoes, etc.; 
inc. authorized capital $25,000. 

Mawel Shoe Stores, Inc. (566 Washington St.) ; 
boots and shoes; inc. authorized capital $25,000. 

Fred W. Mears Heel Co., Inc. ; 1 manufac- 
turers; issued 4500 shares of capital stock. 

errimack Wood Heel Co., Inc.; wood heel 
ia dieaamaaae issued 1250 shares no par value 
stock. 

Wolfe Leather & Tanning Co.; name changed 
to Wolfe-Lyons Leather Co. 

Chelsea—Anna Shuman (Shuman Shoe Co.) ; 
—_ and shoes; filed married women’s certifi- 
ca 

Georgetown—Shelby Shoe Co.; manufacturers ; 
moved to Salem, Mass. 

Haverhill—Continental Shoe Corp.; manufac- 
turers; inc. authorized capital oH 000. 

Newburyport—Maple Wood Heel Co.; wood 
heel manufacturers; increased capital to 4000 
shares no par value stock. 


South Norwood—Morris & Wetta; boots and 
shoes; recently commenced business at 1156 
Washington St. 

Worcester—Worcester Jobbing Co., Inc.; boots, 
shoes, etc.; recently incorpora 

NEW JERSEY—Atlantic City—Max D. Vilen- 


sky, Inc.; boots, shoes, etc.; inc. authorized 
capital $25,000. 
NEW YORK—Brooklyn—American Shoe Co., 


Inc.; boots and shoes; inc. authorized capital 
$100,000. 

L. & G. Slipper Co. (not inc.) (496 Broad- 
way); manufacturers house slippers; partner- 
ship dissolved. 

val Shoe Corp.; boots and shoes; inc. 
authorized capital $5, ‘000. 

Neiger’s, Inc. (917 Manhattan Ave.) ; boots 
and shoes; reported selling or sold out. 

New York City—Bert’s Shoes, Inc.; boots and 
shoes; inc. authorized capital $10,000. 

Broadway Bootery, Inc.; boots and shoes; inc. 
authorized capital $20,000. 

mdon Character Footwear, Inc.; boots and 
shoes; recently incorpora 

New York City (Bronx)—C & D Shoe Store, 
Inc.; boots and shoes; inc. authorized capital 
$10,000 

OHIO — Ashtabula — The Hawes-Jackson Co.; 
boots and shoes; inc. authorized capital $20,000. 

PENNSYLVANIA—Reading—Star Quick Shoe 
Repairing Corp.; boots and shoes; inc. author- 
ized capital $5,000. 





FAILURES, EMBARRASSMENTS, Etc. 


CALIFORNIA—Fullerton—R. L. Menasco Co., 
Inc. (also branches) ; boots, shoes, etc.; reported 
assign 

Stockton—Howard L. Butts (324 Main St.); 
boots and shoes; reported assigned. 

CONNECTICUT — Meriden — National Boot 
Shop; boots and shoes; reported petition in 
bankruptcy. 

ILLINOIS — Chicago — Hyman Gottlieb (3922 
W. Roosevelt Road); boots and shoes; repo 
offering to compromise at 25 per cent. 

Jake Levine (670 Maxwell St.); boots and 
shoes; reported asking general extension. 

Moline—John A. Forsberg; boots, shoes, etc.; 
reported petition in bankruptcy. 

Morrison—Milford Bundy Bell; boots and 
shoes; reported petition in bankruptcy. 

Nokomis—Anton F. Zwinak ; boots, shoes, etc. ; 
reported petition in bankruptcy. 

INDIANA — Columbus — Joseph A. Newton; 
boots and shoes ; reported petition in bankruptcy. 

KANSAS—Eldorado—Carrell & Small; boots, 
shoes, etc.; reported petition in bankruptcy. 

MAIN E—Biddeford—Green’s Shoe Store, Inc. 
(also branches) ; boots and shoes; reported as- 
signed. 

MARYLAND—Dundalk—Louis Cohen (“Strand 
Store”); boots, shoes, etc.; reported petition in 
bankruptcy; reported receiver appointed. 

MASSACHUSETTS—Boston—Price Shoe Co.; 
boots and shoes; reported petition in bank- 
ruptcy. 

Haverhill—National Shoe Stores Co. (Avedis 
Maloomian) ; boots and shoes; reported petition 
in bankruptcy. 

well—Lane Shoe Co.; manufacturers; 
ported offering to compromise at 25 per cent. 

NEBRASKA — Osceola — George Humphrey 
(“Humphrey Clothing & Shoes”); boots, shoes, 
pecs reported offering to compromise at 25 per 
cent. 

NEW YORK—Brooklyn—Nathan Ojalvo (202 
New Lots Ave.) ; boots and shoes; reported peti- 
tion in bankruptcy ; reported receiver appointed. 

Strassburger-Styles, Inc.; manufacturers wom- 
en’s shoes; reported called meeting of creditors 
for Dec. 7. 

Mrs. Sadis Waldfogel (259 Utica Ave.) ; boots 
and shoes; reported called meeting of creditors. 


re- 


Buffalo (also eens Centing Shoe Corp. ; 
boots and shoes; reported assigned 

New York City—Jack J. Nadel (‘Rosemont 
Bootery”) (78 Clinton St.); boots and shoes; 
reported assigned. 

Sam J. Philipson (188 W. 25th St.); manu- 
facturers women’s shoes; reported assigned. 

OHIO—Delaware—A. & H. Manufacturing 
Co.; manufacturers children’s footwear; reported 
receiver appointed. 


Youngstown—Reed Shoe Co. (Samuel Heselov, 


Prop.) ; boots and shoes; reported petition in 
bankruptcy. 
OKLAHOMA—Sayre—Joseph Hines Dunbar; 


boots and in bank- 
ruptcy. 

PENNSYLVANIA—Chester—Albert I. Gurvitz 
(‘“‘Moyer’s Shoe Store’); boots and shoes; re- 
ported petition in bankruptcy. 

Palmerton—Joseph Halada; boots, shoes, etc. ; 
reported asking general extension. 

Philadelphia—Anna M. Kaplan (7356 Frank- 
ford Ave.); boots and shoes; reported assigned. 

Uniontown—Annie Cohen (“‘Cohen’s Clothing 
Store’’) ; a shoes, etc.; reported petition in 
bankrupt: 

SOUTH’ CAROLINA—Lake City—N. Thomy; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Walterboro— H. W. Cohen (“Everybody’s 
Store’); boots and shoes; reported petition in 
bankruptcy. 

York—Feinstein Bros. (also branch); boots, 
shoes, etc.; reported offering to compromise at 
25 per cent. 

TENNESSEE — Morristown — Gill & 
ies é boots and shoes; reported assigned. 
EXAS—Overton—Quin Hackett; boots, shoes, 

P ;. reported petition in bankru ptey. 

WEST VIRGI NIA—Huntington— Holder Boot- 
pen boots and shoes; reported petition in bank- 
ruptcy. 

WISCONSIN—Milwaukee—Smart Style Shoe 
Co. (417-19 Vliet St.) ; manufacturers; reported 
assigned. 

Wauwatosa—Nathan Pessin (359 E. North 
Ave.); boots and shoes; reported petition in 
bankruptcy. 

West Allis—H. Wolinski (“Ideal Shoe Store’’) 
(7108 W. Greenfield Ave.) ; boots, shoes, etc.; 
reported assigned. 


shoes; reported petition 


Stuart, 








NEW SHOE STORES 


New York, N. Y.—American Shoe Co., Inc. 
Richmond, N. Y.—Meiers Corners Department 
Sere Inc. 
York, N. Y.—Arrow Shoe Store, 87 E. 

113th” St. 

Philadelphia, Pa.—Berks Bargain Store, 1851 
N. 81st (soon). 

Mocksville, N. C.—Hauser Bros., Cartner Bldg. 

Selma, 1 C.—Joe Abdalla. 

= - J—A. saver, 387 Hawthorne Ave. 
(soon). 
an —_ Ill.—Economy Store, 3885 West North 

800 

Chicago, ay ee Bargain Store, 227 E. 


31st St. 
Green y, Wis.—Oliver Sots (soon). 
Othello, Wash.—H. J. Lip 
Edinburg, i ag oO. Soe (soon). 
Ola, Ark.—J. A. Harris. 
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Urbana, Ohio—Block Self Service Shoe Store, 
Monument Square. 
New York, N. Y.—David V. Singer, 35 Maiden 


ane. 
Marshfield, Wis.—Groep-Trueblood Co, (spring). 
Caldwell, Ohio—Caldwell Dry Goods Co., 
Behnlein Bldg. 
ico, Cal.—Montgomery Ward & Co., 2nd 
and Wall (soon). 
Palestine, Tex.—Jay Dress & Slipper Shop, 
208 W. Main St. 
urg, Fla.—Ehrlick Bros. (soon). 
Brunswick, Mo.—Elmer D. Potter, Mill and 
Maine Sts. 
Athens, Ill.—Elvyn L. Saylor, Howard Bldg. 
Wausa, Neb.—Harry Nelson (soon). 
Benton, Tenn.—J. C. Allen (soon). 
— N. Y.—Factory Shoe Co., 222 Bleecker 
t. 
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New York, N. ¥.—London Character Footwear, 


ne. 
Boston, Mass.—Goodman Shoe Co., 596 Atlan- 
tic Ave. (Mfr.). : 
Magnolia, a ‘Teens Clothing Co. adds 
Shoe pe (soo 


Zanesville, Ono —Zwilling, Inc. 

San Antonio, Tex.—Bonowitz & Cox, 517 N. 
St. Mary’s St. 

Reading, Pa.—Star Quick Shoe Repairing Corp. 

Ashtabula, oS Hawes-Jackson Co. 

New York, Y.—Broadway 7 Inc. 

Brooklyn, N Ny —Laval Shoe Cor 

Waukegan, Ill._—Mansfield Shoes, “Tate 111 N. 
Geneseo St. 

New Orleans, La.—Thom McAn, 708 Canal! St. 


New York, Y.—Hollywood Bootery, 367 
Sutter Ave. 

New York, N. Y.—Colton’s Bootery, 5021 
Church Ave. 

New York, N. Y.—Polly-Nelly Shoe Store, 127 


2nd Ave. 
New York, N. Y.—Raymond Shoes, 1011 Rose 


St. 
Central City, Ky.—Rubenstein’s Department 


Store. 
Wildwood, N. J.—Aldine Shoe Shop. 
Newark, N. J.—Friedman Merchandise Co., 


ne. 
Trenton, N. J. Re ey omy Store, Inc. 
New York, N. Y.—M. Shoe Sales Corp. 
a New York, ’N. Y.—White Shoe Store, 287 Broad 
Minnesota, Wis.—I. Fineberg & Co. 
“o> Iowa—Griner-Jones Co., 
St. (New Dept.). 
Atlanta, ——- Merc. Co., 206-12 Trini- 


ty Ave. N. 
New York, N. Y.—Rose Marie Boot Shop, 
1592 Broadway. 
Highland Park, Ill—Army & Navy Store, 533 
Central Ave. 
Cleveland, Ohio—Shore’s Department Store. 
Atlanta, Ga.—Edison Bros., 33 Whitehall St. 
Atlanta, Ga.—Edison Bros., 69 Whitehall St. 
Cuyahoga Falls, Ohio — Mitchell & Hoover 
(New Dept.). 
Spencer, lowa—K. & D. Bootery, Smith Bldg. 
— a Tex.—Boston Shoe Store, 134 


N. H.—New England Shoe Co 
(Mfr.). 


Breckenridge, Mich.—J. H. Van _ Slice. 
Sandpoint, Idaho—E. S. Burgan & Son (soon). 
Oat Lake, Mich.—Hubbard Lake General 


‘Cleveland, Ohio—Mandel’s Department Store, 
3801 W. h St. 
Wasa Okla.—E. E. Gaither (soon). 


$45 Main 


Manchester, 
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A BUYING GUIDE TO 
OUR ADVEIRTIZERY 
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BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill............ 50 


Bass, G. H., & Co., Wilton, Me............ 49 


Ben & Sally Theatrical Footwear, Inc., 
ge eS a ee ee eee 5 


Bleg Shoe Co., Inc., New York City....... 50 
Booth, Walter Shoe Co., Milwaukee, Wis... 25 
Broeks Shoe Mfg. Co., Philadelphia, Pa.. .50-51 


Chase, W. S., & Sons, Haverhill, Mass..... 48 

Chicage Footwear Co., Chicago, Ill........ 50 

Clapp, Edwin, & Sons, Inc., East Wey- 
STS: 660d bp o09% 50 bse och bervevc 4 


Develder Bros., Boston, Mass.............. 46 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 50 
Evans, L. B., Son Co., Wakefield, Mass.... 48 


Gilbert Shoe Co., Thiensville, Wis......... 49 
Green, Daniel, Co., Dolgeville, N. Y.....36-37 
Howitz, Vincent, Co., New York City...... 48 
Ideal Baby Shoe Co., Danvers, Mass....... 49 
Juvenile Shoe Corp., Aurora, Mo.......... 45 
Keith, Geo. E., Co., Brockton, Mass....... 23 
Kendall Shoe Company, Haverhill, Mass.... 51 
Moore Shoe Co., St. Louis, Mo....... 2nd Cover 
Musebeck Shoe Co., Danville, Ill........... 5 
Nettleton, A. E., Syracuse, N. Y.......... 46 
Old Colony Shoe Co., Brockton, Mass...... 46 
Packard, M. A., Brockton, Mass........... 46 
Pedigo-Lake Shoe Co., St. Louis, Mo....... 1 


Peters, Branch of I. 8. Co., St. Louis, Mo.. 3 


Richards & Brennan Co., Randolph, Mass.. 46 
Robinson-Bynon Shoe Co., Auburn, N. Y... 10 


Roth Shoe Co., Philadelphia, Pa........... 48 
Shaft-Pierce Shoe Co., Faribault, Minn..... 49 
Smith, J. P., Shoe Co., Chicago, Ill........ 50 
Stacy, Adams Co., Brockton, Mass......... 46 


Stetson Shoe Co., South Weymouth, Mass.. 35 


LEATHER AND OTHER MATERIALS 


Barbour Welting Co., Brockton, Mass...... 33 


Deauville Import Corp., New York City.... 2 








Evans, John R., & Co., Camden, N. J... .26-27 
Foerderer, Robert H., Inc., Phila., Pa...... 8 
Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 


Hamel, L. H., Leather Co., Haverhill, Mass., 
4th Cover 


Lawrence, A. C., Leather Co, Peabody, 


BSB. cece reece reece sesecseesesere 


Spaulding Fibre Co., North Rochester, 
GD ERS EE ae et Gane Ye: oe) ae 3rd Cover 


SHOE ACCESSORIES 
Pats Co., The, Danbury, Conn............. 49 
Scholl Mfg. Co., Chicago, Ill............... 29 
Shoe Lace Co., Ltd., Providence, R. I...... 4 


Warner, W. W., Mfg. Co., Cincinnati, Ohio. 39 
Williams Mfg. Co., Portsmouth, Ohio...... 51 


SHOE STORE EQUIPMENT 


Dave’s Display Decorations, New York City 53 
Shoe Form Co., Auburn, N. Y............. 48 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass........... 58 


Pee Chee Cleaner Mfg. Co., Cleveland, 
MED Fa donecscccsdvsesdasccase see ccutees 39 


United Fast Color Eyelet Co., Boston, Mass. 47 


United Last Co., Boston, Mass............. 44 
United Shoe Machinery Corp., Boston, 
| ere eee eet eeeeeeeeeees 41-42 


Tubular Rivet & Stud Co., Boston, Mass... 57 


MISCELLANEOUS 
Glauberg, Max, New York City............ 53 
Hotel Bretton Hall, New York City........ 53 
Hotel Morrison, Chicago, IIl.............- 39 


Kirsch-Blacher Co., Inc., New York City... 53 
Mandel Engraving Co., Milwaukee, Wis.... 53 


National Shoe Retailers Association, Chi- 


CE, Sak cele saeviveansavctveeees Front Cover 
Poster & Deutsch, New York City......... 53 \ 
Simon, I., Co., New York City............ 53 
Stephenson Laboratory, Boston, Mass...... 53 
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New Customers Through Size Changes 
[CONTINUED FROM PAGE 17] 


health instead of tearing it down and it 
is good news to know that we needn’t 
sacrifice style either.” 

Heel heights in children’s footwear 
are extremely important. Never was 
a time when children wanted to imitate 
their elders more than now. It is pos- 
sible to imitate pattern and design be- 
cause of the new heel heights. These 
changes could not be made in the old 
type lasts with flat heels. The new 
heels are made in moderate heights, 
to conserve the posture of children in 
their growing years. The valuable 
point in this connection is the research 
of shoe men who have found that be- 
tween the ages of eleven and fifteen, 
the forepart of the foot remains con- 


-stant but from the ball to heel, there 


is growth and development. In other 
words, the front of the heel remains 
as is, while the back is subject to 
growth over the years. The new lasts, 
therefore, retain the forepart features 
and develop changes in contour—par- 
ticularly in heel seat. It has been 
found that during these ages, it is best 
to retain the weight-bearing surface of 
a heel that extends well under the 
counter. It then tapers to a heel lift 
size in keeping with style interest. 

The pattern is made so that the up- 
per fits snug and yet gives a wider 
base, tapering to a thin slipper top 
line. The shelf of the last over the 
heel is slightly cut but remains straight 
and then dips gradually down to the 
ball of the foot. There is no sharp 
break as is to be found in the women’s 
shoes. 





Yes Me and Sell Me 
[CONTINUED FROM PAGE 34] 


hands? I want a man who dresses him- 
self so that I respect his style judg- 
ment. 
‘I want a man who really believes 
with me that the important questions in 
selecting a shoe (for me) are these, 
in the order named: First, is the style 
suitable? Second, does it look well on 
my foot? Third, does it fit? If I can 
say yes to the first two, I am willing 
to use a lot of flexible judgment about 
the third. 

To be blunt about it, the store that 
wants my trade had better conform to 

at program as far as I am concerned. 
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Where Convenience Counts ~~ 


You are overlooking a decided sales advantage 
if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy can be taught to 
look out for his own shoes . . . Stress these ad- 
vantages with your customers . . . They mean 
readier sales. 


TUBULAR RIVET AND STUD CO. 
United Shoe Machinery Corporation, Selling Agents 


- 
L ACING HOOKS 
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Good shoes, yes- 





ut_ 


- =~ = YOU CAN 
MAKE BETTER 





















These 8 HIDDEN VALUES A putty knife is all the equipment you need 


built in with a putty knife 

el ag for filling your shoes with Invisible Middlesole . . . 
1 Resists Moisture 

2 Assures uniform flexibility building better shoes. Invisible Middlesole spreads 


3 Prevents squeaks 
4 Will not crawl or bunch 





like putty and in one simple operation you have 
5 Prevents air pockets added all of the many outstanding advantages this 
6 Assures even wear 

7 Adds the wear of a Middlesole 
8 Helps you sell more shoes 


new scientific bottom filler affords. 


Send for a sample can today 


INVISIBLE MIDDLESOLE 


A VULCO PRODUCT made by 
BECKWITH MANUFACTURING COMPANY 
STATLER BUILDING - BOSTON, MASS. 
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TIMELY STYLES AT POPULAR PRICES 


W e are offering a Stock No. 5119 Women’s Black Kid Cut-out Tongue 
a Size 3 to 9; Widths C to E. 
line of unusually tiles See 
a Stock No. 5120 Same in Black Kid in EEE width at 
attractive footwear $2.70. 
4 Stock No. 5121 Same in Brown Kid, C to E at $2.60. 
that will please your Also full line of straps in Black Kid, 


. P Brown Kid and Patent Leather. 
clientele and bring 
All the above are Goodyear Welts and carry 


kid linings, French cording, and— 
SPAULDING’S PERFECTED 
LARCH SUPPORT COUNTERS 
Place your’ order —to assure long 
NOW for these service, perfect fit, and comfort. 
Powell & Campbell 


styles. 


repeat sales. 












By 


& 
m4 


ww 


POWELL & CAMPE 


NEW YORK CITY 
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“Look at the Linings” 


ee te TORR a ~ setts athe arena Sempre RE 


Mr. Kirkbride 
of WILLITS SHOE COMPANY 


HALIFAX, PA. 


SAYS. “We know your lining leathers 
have contributed greatly to our 
success. We find that Nu-Process 
Leather has great durability un- 
der the most trying conditions.” }? 5 R }- I. C | 

& } y ‘ 

LINING 
The greatest test of lining leather durability is in juvenile shoes. There, if . - “De 
ever, they prove their worth. That HAMEL LINING LEATHERS have so jie I p A [ H I , R SD 


completely met the requirements of the Willits Shoe Company is indisputable 


evidence of their superior merit. 


* 6 
L. H. HAMEL LEATHER Co. Steeler” 





SPECIALISTS IN LINING LEATHERS oe, a 
TANNERY AT HAVERHILL, MASSACHUSETTS \ [ : Pp R () C k. S DS) 


BOSTON SALES OFFICE: 164-168 SOUTH STREET 





WILLIAM G. BLAIN GEO. W. NEWMAN JOSEPH S. SALOMON 
Philadelphia, Pa. LEATHER CO. Seiderman, Salomon Co. | 
JOHN B. DAILEY & Co. Columbus, Ohio New York City =| 
St. Louis, Mo. NORMAN NELSON F. DOLL & COMPANIA ; 
JOHN T. QUINN St. Paul, Minn. Havana, Cuba : | 
Rochester, N. Y. A. G. MOONEY, LTD JOHN R. H. WARD 
|W. NEWMAN Montreal, Canada Milwaukee, Wis. 
LEATHER CO. RAYMOND H. THAYER 
Cincinnati, Ohio ~- London, England 
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